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Dealers that push these proven values 
continue to hold their same fine j 
volume of fence and post sales. They ~~) & 
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farmers to them are all they require 


to hold their lead. 


AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago e Empire State Bldg., New York 
AND ALL PRINCIPAL CITIES 
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LID-BANGING 
WAS A FAVORITE SPORT 


frames, hinges and all other parts subject to 
strain or breakage. It takes malleable frames at 
front and back of the oven and RIVETED joints 
throughout to make a real Malleable. 


jMonarch —'That’s how Monarch was built 30 years ago . . . 
a 

1891911 and how it is built TODAY, though the frames 
and rivets are all covered by the gleaming 


enamel body. 





Your range customer may not seem to take much 
interest in these matters . . . but she expects real 
SERVICE just the same... and YOU as a dealer 
owe it to her to see that she gets a range that 
will give real service as well as beauty. 





T may be new to the young fellows . . . but 
Dad will remember how he used to sell Mal- 
“good old days.” A range that’s a “malleable” in name only will 
NOT do. See that the ranges you carry are full 
malleable in CONSTRUCTION as well as in 
name. And that means MONARCH! 
And how it did sell Malleable ranges! Because me ALLEABLE ieee ” prdaery ee. 
65 LAKE ST. BEAVER DAM. WIS. 
it was a spectacular demonstration of the fact 


that malleable iron DID NOT BREAK. 


leable ranges back in the 


He jumped on the oven door. He grabbed two 
lids and smashed them together till the store 
sounded like a boiler shop. 





> Fa a gare ae < 
- —S Ose cca . 
Unbreakable malleable iron is just as important 


today as it ever was. Long life, fuel economy and A Modern MONARCH ... Model 595C... 
good baking are just as much in demand as_ Balanced Design . . . Full Enamel... 


they ever were. , 
: Full Malleable! 
But porcelain enamel and modern design seem 









to have supplanted quality construction as the ;: \ 
things salesmen talk about and customers think 
about when buying a range. 


“Eye value” is not to be overlooked. 
Far from it! Monarch has gone the 
absolute limit in the beautiful design 
of its porcelain body. But MONARCH 
is the one range that has NOT forsaken 
that good old-time malleable iron con- 
struction that a range must have to 
give long service. 





The word “malleable” on the name 
plate... or a gadget or two of malle- 


E . . -_ 6M. ” 
able iron doesn’t make a “Malleable To trade demanding « full enamel 


range, at a PRICE, show this 195A 
. it is FULL MALLEABLE, too. 






range. It takes malleable iron in the 
top and top frame .. . in the door 








HARDWARE AGE 





Hardware Age, published every other Thursday by Chilton Co. (Inc), 56th and Chestmut Sts., Philadelphia, Pa. Entered as ete matter March 24, 1938, at the Post 
5 ‘ . No. 14, 


Office 


at Philadelphia under the Act of March 8, 1879. (Printed in U. 8. A.) $1.00 per year. Single copies 15c each. Vol. 13 
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THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 





Remember 
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confines its 

efforts to the 

HARDWARE 
TRADE 
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TO OBTAIN: THE 
HIGHEST DEGREE 
OF SECURITY AND 
DEPENDABILITY, 
MAKE SURE THAT 
rN. ba kole Ge) aelele):: 
CLOSER YOU USE 
IS MARKED 


Sold by all fi 
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DEALERS 


























Canadian Division, ST. CATHARINES, ONT. 
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HARDWARE STORES 


5 © om olbb a eles-1-me) meoleb am or-baloler- lever YALE advertising gives you a 


vertising IS tosend people into double sales and profit opportunity. 





Zolebm-tce)a mn comelt hae @.0 6) Ome) welee When a man or woman comes to 
ucts. That will be readily apparent your store to buy a YALE Lock, 


to you when you not 


advertisement will ay 


Ist issue of the Sat 






he above Door Closer, or any YALE prod- 
uct you have a potential buyer of 
other articles you sell—and you can 
readily make him or her a steady 


customer who will return to you 


Post, reaching millions of families. again and again. 


THE YALE & TOWNE MFG. CO. 





STAMFORD, CONN. 











REGULAR 
WHOLESALE 
PRICES 


of 


TRADE DISCOUNT 


That Will Make You 
Competitive In Your Market 


+ 


EXTRA BONUS of 
3% to 10% 


(according to volume) 








New Franchise for Dealers on 


SIMMONS K-K TIRES 


Will’ Pay You Big Profits This Year 


The full line of quality tires and tubes merchandised 

in balanced units that enable you to service the 

widest market on the least possible stock investment. 
Priced throughout to sell competitively with other 

retail tire outlets in your community. 

Simmons K-K Tires are fully guaranteed under a 

bond against all road hazards. Our dealer fran- 

chise also provides price protection. 

And a bonus rebate schedule that gives you an in- 
creasing profit margin from every add- 
ed dollar of tire business that can be 
developed in your territory. 


The selling season on tires 
is just ahead ...Send coupon 
today for complete details. 


SIMMONS HARDWARE CO., 
St. Louis, Missouri 


Send us complete information regarding the Simmons 
K-K Line of Tires and Tubes. 
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@ Positive Traction Treads 

@ Tougher Tread Rubber 

@ Double Cushion 

@ Flex-Resisting Carcasses 

@ Extra-Strength Sidewalls 

@ Super-Safety Beads 

@ Rugged Handsome Appearance 








LIBERAL ADVERTISING 
COOPERATION WITH 
EVERY DEALER FRANCHISE 


Sales help material includes a five-foot two- 
color outdoor sign, tire stands and tire 
center displays, rack merchandiser,window 
banner, handbills, price and data card, 
envelope inserts, retail price lists, and com- 
plete sales manual. The most thorough 
set-up Simmons has ever offered the 
hardware dealer to make money on tires. 


I SIMMONS HARDWARE COMPANY ® ® ST. LOUIS, MO. 


“The Recollection of QUALITY Remains Long After the PRIC Els Forgotten. 
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YOU WOULDN’T SELL A 
CAMERA WITHOUT FILMS! 


OF course, if a man bought a camera from you, 
you'd sell him the kind of film you thought he 
should use with it to get the best results. And you’d 
sell him some film. When a man buys paint from 
you, isn’t he a prospective brush purchaser? 

He may say he has a brush, but if you have Gold 
Stripe Brushes to sell him, you won't be stopped 
by this. For Gold Stripe Brushes have many sales 
features you can talk about. 

First, there is the fine, enduring quality of the 
brushes themselves; the right choice and dressing 
of the bristle; the design of the brush; its capacity 
to carry paint; the craftsmanship that went into its 
making; the dependable vulcanized rubber setting. 

Then there is the Gold Stripe that enables your 
customer to identify this quality at a glance. It is 
a mark of uniformly fine quality and a sure sign 
that the brush selected is the best of its type, regard- 
less of price. In a word: the hall-mark of brush quality. 

Finally there is the exclusive Gold 
Stripe Jacket. This is made of spe- 
cial fiber, which protects the bristles 
before and after purchase. Keeps 





Dealer Helps that HELP 


This attractive blue, silver and red display 
stand practically sells the brushes for you. 
One of the many Gold Stripe Dealer Helps 
that have proved their worth. Ask about it. 





I may obtain the Gold Stripe Display Stand. 


Name 


Pittspurcu PLaTe Giass Company, Brush Division, Dept. HA-5, Baltimore, Md. 
Please send me full information about your dealer proposition. Tell me how 


THIS IS THE FIBER JACKET 
THAT HELPS YOU TO SELL 
GOLD STRIPE BRUSHES 











bristles in shape at all times .. . keeps them clean... 
lengthens the life of the brush. 

Point out these features to your customers. You 
can show them that $10 worth of their time and ma- 
terial may be wasted in painting with a cheap brush 
because of unsatisfactory results. 

If you don’t carry Gold Stripe Brushes, send us the 
little coupon below, and we will send you, without any 
obligation, full details about our dealer proposition. 
We know it will interest you. 
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You know all of the answers to the combination of sales values 
such as are provided by a line of water systems like the Myers. 


Quality plus performance plus low prices plus a sound sales policy plus 
national advertising—nothing has been overlooked in the Myers program to 


support and sustain Myers dealers in satisfactorily and profit- 
ably securing increased water system business in their respec- 
tive localities. 


The dealer who takes advantage of the improved market 
conditions and identifies his store with the improved and 
complete line of MYERS WATER SYSTEMS will profit ac- 
cordingly during the important summer selling season just 


ahead. 


Your inquiry will receive prompt attention. 
Write or wire. 
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DOMINATING 


hy use a lot of words to describe a good file 
when one word will describe it better? In 
recent weeks the Nicholson File Company asked 
itself this question and the answer is now appear- 
ing in magazines reaching every type of file user. 
Nicholson Files are dependable! Well, this 
company is saying so, using inserts which stand 
out as the dominant advertisement wherever such 
an insert appears. 


Nicholson Files aredurable! This company says 






R 
FLL 
ERODES 


COMPANY - PROVIDENCE. R-i--U-S-a- 


so with thick, attention getting inserts in color 


which are selling the readers on.Nicholson Files. 
Sharp —Durable —Uniform —Tested — these 
and other words describing Nicholson File 
Quality are now blanketing the market for files. 
One idea at a time and get it across big. 
That is the dominating idea behind the new 
advertising for the World’s Highest Quality File. 
At jobbers’ everywhere. Nicholson File 
Company, Providence, Rhode Island, U. S. A. 


um NICHOLSON FILES 


g A File for Every Purpose 
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Coleman Perfects a Remarkable New 
MANTLE LAMP 


YES SIR!...It’s a “natural”—a Dealer’s Sales Dream! 


It’s new, simple and easy to operate—the latest achieve- 
ment in lighting equipment! 

Uses kerosene as fuel and is far superior to the ordinary type 

of kerosene mantle lamp. 

Gives more than 4-times the light and a better quality of light. 


Uses the Standard Junior Size Coleman Mantle — long life, 
low cost. 


Gives greater safety—heavy gauge brass fount can’t break. 
Lower in operating cost. 

Has beauty of design and attractive finish. 

Gives the user more and better lighting service. 


More details will be given in this publication next month. Watch 
for them! In the meantime— 


HOLD EVERYTHING! 


Be sure to keep your fall sales plans open until you see this new 
Coleman Kerosene Mantle Lamp. Of course you'll want to supply 
it to your trade. So, to help us give you early fall delivery, drop 
us a line and give us the name of your jobber that you prefer to 
have serve you. Do it now, so that you will be among the first 
to get the complete story. 


THE COLEMAN LAMP AND STOVE COMPANY 


Wichita, Kansas Philadelphia, Pennsylvania 
Chicago, Illinois Toronto, Canada Los Angeles, California 





~ ted | be % ap-4 
Coleman— World’s Largest Manufacturer of Quality Pressure Products for Lighting, Heating and Cooking 
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are full, well formed 






and exact to size. Con- 
trolled grain flow elim- 










@ Bolts and nuts in all standard and special lanes aay waeens S H A N K S 
shapes, sizes, alloys and finishes. Standard and under the head. ; 

special rivets of all kinds. Wire rope clips. are full size, straight, 
Turnbuckles. Automotive and railroad special : 

stems. Headed and threaded products for every true and well finished. 
use. Your specialties are our specialty. They are made to stand 


power wrenching. 


THREADS 


Advertising and good salesmanship are accurately rolled 
or cut, full, sharp and 
will sell any kind of bolt—once. But it’s the . clean, They start easily 
and save assembly time. 


stamina and mechanical perfection that are built 
into bolts by their maker that keeps on selling 
them year after year. @ This is the kind of bolts that you want to 


sell—bolts that have acquired a reputation for dependability in every 


Republic Cieel 


CORPORATION 


GENERAL OFFICES++* YOUNGSTOWN, OHIO 


industry—bolts that bear a name 
that mows down sales re- 
sistance and are easy to 


sell— Upson bolts. 
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LZ Lincelé TOY 
| to the mightiest 
LOCOMOTIVE 


The range of applications for sheet metals seems almost 
limitless. In architecture, agriculture, engineering, 
manufacture — in all the crafts and practical arts that 
make our age the age of steel, AMERICAN Steel Sheets 
of varied types and properties are used extensively. 
Supplied in Black and Galvanized Sheets, and Sheets 
for Special Purposes, Tin and Terne Plates. Sold by 
leading metal merchants. Write for full information. 




























sndati Sheet — — Plate Suse 


GENERAL OrfFices: Frick Building, PitrssurGu, PA. 








STEEL SHEETS ALSO PRODUCED 
In the South by TENNESSEE COAL, IRON & RAILROAD Co. On the Pacific Coast by COLUMBIA STEEL COMPANY 
Birmingham, Ala. San Francisco, Calif. 
Export Distributor for above Companies — UntrEp STATES STEEL PRODUCTS CoMPANY, Hudson Terminal Building, 30 Church Street, New York, N. Y. 








United Sales dial Aiytuntin Mb til 
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“BIGGEST SPRING VOLUME IN 





HISTORY, THANKS TO VALSPAR PLAN” 





4, 
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MY SPRING BUSINESS 
INCREASED 36% AFTER 
| LINED UP WITH THE 
VALSPAR PLAN! NOW FOR 
A BIG SUMMER! 
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VALSPAR’S SUMMER SALES PLAN 
SELLS FULL VALSPAR LINE 


Why spend the Summer months just waiting for Fall? Right 
now—this Summer—there’s business in your locality ready 
to drop. Valspar's tested sales plan can help you get it. Be a 
“live wire!’ Let us tell you about the Valspar Plan — show 
you where there are more profits for you! 





BACKED BY FULL POWER OF NATIONAL 
MAGAZINE ADVERTISING LIKE THIS: 
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Say HUNDREDS OF DEALERS 


Sensational Valspar “Merchandising 

Plan for 1935” Sweeps Country... 

Increases Sales and Profits for Thou- 

sands of Dealers... Whole Industry 
Hails Valspar Leadership 


OONER or later, someone in the paint industry was bound 
S to give dealers real cooperation. Result: Once more, ‘‘the 
paint business is good business’’—and Valspar, already the 
best-known name in the industry, is a bigger name than ever! 

Backed by Valspar's national magazine campaign, paint 
dealers went to work to put over the amazing Valspar Mer- 
chandising Plan. They watched this great plan work for 
them—tolling up sales and profits—revitalizing established 
markets, creating new ones. And now the whole trade is 
saying: ““Thanks to Valspar, we're selling more paint in 
1935 than we ever thought possible!” 


PLAN NOW FOR A BIGGER SUMMER BUSINESS! 


And here's the best news yet: Valspar's Merchandising Plan 
is not limited to Spring! It's good all year round—works in 
summer, too—for new markets you haven’t even tapped! If 
you haven’t sent for details—if you haven't yet found out 
what this plan can do for yow—get in touch with us now by 
mail or wire. And remember—the Valspar Plan adds noth- 
ing to inventory or overhead. It simply goes to work—then 
watch profits increase! ; 

Don’t delay. Don’t waste a moment! Complete informa- 
tion costs you nothing. Send the coupon today! 





Mail this coupon—now! 


VALENTINE & COMPANY, Dept. A-5 
*V/M LINING | 386 Fourth Avenue, New York, N. Y. 
( Please rush by mail full details about the 
Valspar Merchandising Plan for 1935. 
(1 Please have your representative call immedi- 
ately. 





Name of Store.-.-------------------------------- 
D6 init <itransseocninssicnte ss tetstilinttintntnnisincacnnantadnininintnny 
City and State...--------------------------------- 































SALES AND 


POULTRY NETTING . . . Three styles: Straight 
Line, Hexagon, Combination. Galvanized before or 
after weaving. 


NAILS AND STAPLES... All Standard kinds and 
sizes. Packed in bulk, kegs, boxes and packages. 


SMOOTH WIRE .. . Annealed and galvanized. Put 


up in even-weight coils. 5 to 100 Ib. coils. 


STEEL POSTS . . . Super “‘T’’ and Junior “‘T” Steel 
Posts. Rugged and capable of giving years of service. 
Furnished in all standard heights. 


SPECIALTY ITEMS .. . Se packaged nails, stove 
pipe wire, dual-coil clothes line and galvanized wire. 
Handy wire assortment, 5-lb. nail assortments and 
Dillon fence stretchers. 


HARDWARE CLOTH - Galvanized Hardware 
Cloth finished in all standard specifications and gauges. 
Special specifications furnished upon notice. 


Dept. 10 





THIS COMPLETE 
LINE IS BUILDING 


PROFITS FOR ME 






STERLING 
“WitePeoducts 


There IS something ina name! “STERLING” is your guarantee of quality 
Wire Products, and the same assurance applies to thousands of actual 
users of Wire Products, many of whom are your customers. They know 
every product manufactured under the Sterling trade name means eco- 
nomical saving in dollar-for-dollar value and serviceability. 





Quality means satisfaction, creates confidence, makes customers, builds 
business and establishes the strength and reputation of your business. 
Enjoy the pleasure and profits of handling a quality line of Wire Products 
by specifying “STERLING”. 


The STERLING LINE INCLUDES 


FENCING ... Full range of Poultry and Field fence 
specifications. Made from accurately gauged wire and 
galvanized THOROUGHLY. Furnished with either 
6” or 12” stays. Hinge Joint and Staple Tie type of 
MISC. WIRE NAILS AND BRADS. . . Put up in construction. 


attractive and practical units. All sizes and kinds 

carried fer sean edlate shipment. 7 BARB WIRE .. . Cattle and Hog specification fur- 
nished with 2-pt. or 4-pt. barbs. Heavily galvanized. 

Put up on 80 rod spools or 100-lb. spools. 


BALE TIES ... Famous Red Head Ties made in 
Single Loop and Clinch Hed designs. Annealed by 
Sterling Process. Makes ties strong but pliable. Bundled 
so as to avoid tangled or bent ties. All standard sizes. 


ORNAMENTAL FENCE .. . Single and double picket 
ornamental fence made in standard specifications. Has 
lasting bright finish. Heavily galvanized. 


CORN CRIBS . . . Furnished in two sizes, both with 
400 bushel capacity. Woven of heavy and evenly gal- 
vanized wire. 


NON-SPLITZ NAILS .. . Nails with patented fea- 
tures which permit fast driving, eliminates split lum- 
ber — greater holding power. Made in all kinds and 
sizes. Packed for shipment in kegs and 5-lb. packages. 


GATES ... Ornamental single and double drive gates. 
Poultry and farm gates. Strong, durable and efficient. 


See your jobber or write for descriptive catalogue 
and prices. There is no obligation, of course. 


NORTHWESTERN BARB WIRE CO. 


STERLING Since 1879 ILLINOIS 
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aA the tragic burning of 
this five-million-dollar liner 
last September, she was beached at 
Asbury Park, New Jersey. Since that 
time constant effort has been made to 
float the ship so she could be taken to dry 
dock. The task was given to Merritt, Chap- 
man & Scott Corporation. For months this alert 
company matched wits with the sea to move the 
ill-fated liner. It was a slow, strenuous process 


BRANCHES: NEW YORK 


(0 1) M BI A N.. MARKED 


PURE MANILA 





14 


The Morro Castle beached at Asbury Park, N. J. Columbian 
hawsers can be seen in the lower picture pulling the hull seaward. 


CHICAGO 








requiring the best in men and equipment. 


Finally, it was accomplished with the help 
of several 15-inch circumference Columbian 
manila hawsers. And on March 14, two stout 
tugs towed the rusted hull of the Morro Castle 
up the coast. 


When a tough job is tackled, those who 
know rope usually select Columbian. It pays 
to sell this good rope with the red, white and 
blue surface markers. 


COLUMBIAN ROPE COMPANY 


352-80 GENESEE ST. 
AUBURN, “The Cordage City,” N. Y. 


NEW ORLEANS 


ROPE 


BOSTON 
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SUPERBLY ATTRACTIVE 
lo sporlsmen who 


unsisl on 


FINE SHOTGUNS 


atta Mel a-Macodanlolial-Xo Moll MEdal-Mmuilole(-aammoleh Zelalrele[ 1) 
the sportsman seeks, plus beauty of finish that 
stirs his pride of ownership—at a price which he 
is quick to recognize as a supreme value in the 


alte lame Ixelel-mialeliel a Mmil-1lem 


Miata od a Mlal-MohMelol lol (-Mel ar mr meolul li i-mmllalreliare| 
models of standard dimensions for all hunting 
rolUEg ofok1-¥ elie Mr) <-1-1mmolile Mae] MM Ulelolilile Mam C cel] 
prices start with the popular Sterlingworth Models 
at $39.50 and range upward to $500 for the 
finest custom made guns that modern technique 
olalo Mi lal-MoagehsetulolirialloMaelimol lifer 


oy Mm OIUL-Wola-Malohitolalel | hamolohZ-1eir t-te T-11 Maa -Teloll ha 
and cement customer good will. 


You'll find it profitable to carry a representative 
stock of Fox Sterlingworth Guns, and use the Fox 
Catalog as a means of filling orders for custom- 


alolo(-MRelalo ME) ol-leollo] Mol¥]gelel1-Mel ale 


Send for new 1935 Fox Catalog — just off the press. 
Fox Gun Division, Savage Arms Corp., Dept. M-6, Utica, N.Y. 


FO) X 


| SHOTGUNS 


STERLINGWORTH 
GRADE 
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The following message from a wholesaler who distributes 
Osborn Paint and Varnish Brushes and other kinds of 
Osborn Brushes indicates that the complete line provides 
mutual advantages to wholesalers and their dealers. 


a 
“The Osborn Manufacturing Company 
is among the pioneers to offer quality 
merchandise at competitive prices. We 
are concentrating our efforts 100% on 
the entire Osborn line and are more than 
satisfied with the results. 


“We have tripled our business since 
we decided to distribute Osborn Brushes 
exclusively and feel that hardware dealers 
all over the country could materially 
increase their business by confining their 
efforts to this line.” 


hohe 


CLARK WITBECK CO. 
Schenectady, N. Y. 


UNE OF A SERIES OF MESSAGES TO HARDWARE DEALERS 


LEE 


MANGES 
VEDRUNURRRUOUDREREE 










You, too, can simplify your brush busi- 
ness, quicken turnover and increase your 
net profits by meeting your customers’ 
requirements with Osborn Brushes. 


THE OS80RN MANUFACTURING COMPANY 


5401 Hamilton Avenue - Cleveland, Ohio 
Sales Offices: New York - Detroit - Chicago - San Francisco 
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REPAIRS — 
Vow. 


ATKINS 


BETTER HOMES PLAN 








| SIVER-STEEL 
SAWS 





ATKINS will help you make more money out of 
the national building trend ... ATKINS BETTER 
HOMES PLAN is free to every dealer who asks 


for it! 


16,000,000 buildings need improvements... 
62 homes out of every 100 cry out for repairs 
... financial help is available, and the public has 
the modernization spirit. 


iv 
ee 
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75¢ out of every building dollar in your com- 
munity goes to local carpenters, plasterers, me- 
chanics, plumbers, electricians and other skilled 
workmen, enabling them to buy saws, tools and 
trowels from someone. Will it be YOU? 


a, 





Remember—Better Homes mean better business 
for the dealer who identifies his store with 


No. 15 Featherweight Trowel 


ATKINS BETTER HOMES PLAN and SILVER sical aA a ti is 
STEEL SAWS. ong If he cannot supply you, write 





E. C. ATKINS 4ND COMPANY * INDIANAPOLIS, INDIANA 


BRANCHES: ATLANTA, GA MEMPHIS, TENN NEW ORLEANS, LA PORTLAND, ORE SEATTLE, WASH 
‘ a ika\clommi ae NEW YORK, N.Y KLAMATH FALLS, ORE SAN FRANCISCO, CALIF PARIS, FRANCE 





Send the ATKINS BETTER HOMES PLAN 
without charge to 


1 ATKINS free BETTER HOMES PLAN includes 

an attractive window trim and a 12-page Bul- 
letin showing how you can make your store 
headquarters for Better Homes needs. For 
quick delivery send the coupon to Dealers Ser- Firm 
vice Department, E. C. Atkins and Company, 
Indianapolis, Ind. 





Name 


Address eS ee eee a 





MAY 9, 1935 17 


ae 











You ay: IP a 


fy make hey b 


SELLING GLASS 











Hon DREDS of your regular customers, 
inspired by the FHA, are either considering or 
actually doing repair and modernizing jobs on 
their homes. Glass will be one of the important 
considerations, for the current building trend 
is decidedly toward more and larger glass areas. 
Don’t let someone else sell it to them. Get your 
jobber’s salesman to help you decide on and 
maintain an adequate, balanced stock. Set up 
an attractive glass display where every customer 
will see it. Talk about glass whenever you make 


a sale of any kind. Take advantage of the con- 


sistent national advertising to hundreds of 
thousands of home-owners which makes this 
fine glass so much easier to sell. Remember, 
too, that L-O-F Quality Glass protects your 
profit because it is less brittle. There is, conse- 
quently, less breakage in handling and cutting. 


Libbey-Owens-Ford Glass Company, Toledo, O. 


LIBBEY: OWENS: FORD 


QUALITY GLASS 
: 
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First Choice of Shooters 
Everywhere i 











HE Western line is in a class of its own. No 

imitation of Super-X can duplicate the long- 

range, game-getting Short Shot String of this big-selling shell. 

It is an exclusive feature... The hard-hitting Xpert and 

Field shells, for upland game, Skeet and trapshooting, are 

Western 

WESTERN quality stands alone. There is no substitute for it— without 


CARTRIDGE 


COMPANY sacrificing sales! 
Dept. E-55 
East Alton, Ill. 





Big Sales Advantages 
im Kvery Box i 


Printed in U.S& 


ESTERN advantages show up in the shooting 
—prove up in sales! The 180-grain Lubaloy 
Soft-point, shown above, is the greatest deer load ever devel- 
oped. For bigger game, the Lubaloy Open-point Expanding 
bullet. For pests, the powerful, long-range Super-X .22. And 
for law enforcement—the new Super-X .38 Special with 


conical Metal-Piercing bullet, exclusively for police use! Ask WESTERN 
CARTRIDGE 


COMPANY 
Dept. E-55 
East Alton, Ill. 


your jobber for details or write us direct. 
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Left: Buffet Gas Range 
with four ring-type burn- 
ers across back. 



















Below: Wickless Oil Range 
with five Focused Heat 
burners and built-in oven. 




















BETTER 
VALUES 












ps) BETTER 
<oNes/ BUSINESS 


Taos one selling point: women want BETTER 
COOKING—gas stove convenience with oil stove 
economy. You can meet their needs exactly with a 
Florence Oil Range. For instance: 

1, Clean, powerful wickless “Focused Heat” oil 


burners, easily controlled; large level cooking 
top, porcelained. 

_2. Big rock wool insulated oven with Finger- 
tip Heat Control, side-wall thermometer, heat 
spreader and scientific ventilation that prevent 




















model and unusual values in Table Tops and Consoles. 

Other reasons: 50 million Florence advertisements 
this spring; window displays; direct mail; sales-aid 
apes that helps your salesmen close the deal. Write 
or the big Advertising Portfolio and the new Catalog. 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; Western 
ym and Plant, Kankakee, II1.; Sales Offices Mer- 
chandise Mart, Chicago; New York, Boston, 


burning of food on the bottom, non-tipping «STABLISHED-1872 Atlanta, Dallas, Detroit, and San Francisco. 


racks and porcelained linings. 

Steady profitable business for you in 
stoves. Extra satisfaction for you in the 
Florence Line. Oil Ranges (Wickless 
and Wicktype). Gasoline Pressure 
Ranges. A very attractive line of Gas 
Ranges including the famous Buffet 
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FLORENCE 


OIL RANGES + GAS RANGES - HEATERS « RANGE BURNERS 
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CLOVER PRODUCTS MEET EVERY CONDITION | 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


i bene ARE JUST THREE MOTIVATING REASONS which should de- 


termine our selection of merchandise: 


1. Consumer-acceptance. 
2. Reliability of product. 
3. Competitive price. 


If the buyer will follow this simple rule, his firm 
will invariably prosper—it is only when we deviate 


from it that we lose out. 





As for Clover products, there has never been a brand of goods more readily 


accepted or more highly thought of in every nook and corner of the country. The 


universal opinion is: ‘‘If it is made by Clover, it is right!” 


And, it stands to reason that such high reputation could only have been 
obtained through uniformly reliable products produced over a long period of time— 
to be exact, we have been in business 30 years. 








As for competitive prices—Clover products, quality for quality, are the out- 
standing “‘buys” today, as they always have been in the past. 


2 
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The Clover lines consist of: Valve-Grinding and Lapping Compounds— 
both grease-mixed and water-mixed, and—An unusually complete line of Wood- 
working and Metal-Working Abrasive Papers and Cloths—including coatings of 
Flint, Emery, Garnet, Silicon Carbide and Aluminous Oxide, 
which are sold in sheets, rolls, belts and discs. 


Won’t you allow me to send you samples—descriptive 
circulars—and quote you on our outstanding values? 











E. B. GALLAHER: 


CLOVER MANUFACTURING COMPANY || een ee: coe soe hot aan 
NORWALK, CONN,., U. S. A. : : 


hard metals. The universal 


SANDPAPERS 
METAL-WORKING PAPERS AND CLOTHS 
WOOD-WORKING PAPERS AND CLOTHS salle 


CLOVER GRINDING AND LAPPING COMPOUNDS || Address 


Character of Business 
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BUILT FOR THE MAN 
WHO'S TO PLEASE 
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@ There are hard-to-please folks in every 
SALES community — and there are folks who will 
take the hardware dealer's word for the 
quality and durability of whatever lawn 
fence he sells. 

For the man who is hard to please, we 
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Priagtii hriaiii Teri, 

eS ee F F = = : ‘ - F ' g s 3 Lf give you Cyclone’s own Style “F” lawn 
! : i i = * Lf ' l i if 25 ! | ‘ 4 fence. Though he may be no judge of fence 
ee OO Oe Re rSy quality, Cyclone—“the greatest name in 
i t i i f t LU i oe i a i i i | fence” —is his guarantee of real value. Then 
hii rabititiriaiiitiia F there’s no question of values! 

Li fia He i i : i ; 3 a i i ; i ; Before you decide on any one brand of 
3 so ‘7 ren sy se. ss wa reo at fence to stock for spring and summer sales, 
= 3 i ~ & J d ee ‘ 4 J d a 4 remember the folks who are hard to please 
f { a : i iJ U [ : a | U L ! { 4 —and then decide whether you would rather 
bees. BRS ; 7 inst 
AL. a Sa cs nel 3 = # Bu ze ae is a & sell with Cyclone quality or against it. 
sy’ pe ETC REE SC SESS SS Phone your own regular jobber for com- 


plete information. Get prices on the com- 
plete Cyclone line of lawn fence, hardware 
cloth, screen cloth and a host of other fast- 
moving items for spring. 


clones i Fabric 


for yard and garden 


REG U.S.PAT OFF. 


yclone =. Products 


CYCLONE FENCE COMPANY *¢ General Offices: Waukegan, Illinois 
Bro 4 fices cities 


STANDARD FENCE CO 


LAWN FENCE e GATES e SCREEN CLOTH © HARDWARE CLOTH ¢ WIRE BASKETS e TRELLIS 
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WITH MILLIONS 





whowant and demand the one and only 


LEANBORE 





N PERFORMANCE and 
performance alone, 
Kleanbore ammunition has 
won first place in the shooting 
field. Hunters, campers, boys, 
farmers, small-bore champs— 
all demand Kleanbore. And 
today Kleanbore is America’s 
fastest selling ammunition! 
Stock the complete line— 
.22’s, center-fire rifle and pis- 
tol cartridges, shotshells. 
Don’t turn a single customer 
away because you haven’t what 
he wants. You may induce 
some to accept substitutes. But 
not a second time, as your sales 


Remington, 
UPON 


$1000.00 IN PRIZES 


Plan to enter Remington's big win- 
dow display contest. 79 cash awards! 
Ends June 30. Write or wire for details. 

















sheet will soon show. The re- 
peat business comes from sat- 
isfied customers—and Klean- 
bore is the one ammunition 
that keeps ’°em coming back 
for more! 

We've plenty of display mate- 
rial for you—booklets, folders, 
window trims. Tell us what 
you need. But the main thing 
to do is to complete your stock 
of the one ammunition that is 
CLICKING WITH MIL- 
LIONS! . . . KLEANBORE! 
Remington Arms Company, 
Inc., 883 Barnum Avenue, 


Bridgeport, Conn. 
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HARDWARE 


ets its place in the sun 


The action of the United States Government making available millions of dol- 
lars to thousands of prospective home builders creates a great new market for 
Better Quality Hardware. 


FIRST STEP 


Advertisements reach- 
ing thousands of pro- 
spective home build- 
ers and those whowill 
modernize homes. 


Stanley acts to bring part 
of this money to your store 


Three-step advertising campaign sells home 
builders the value of better quality hardware. 
Reminds home owner he will be paying 


back money for 20 years. Will his home be 
SECOND STEP 


Unusual booklet gives 
complete selling story 
on advantages of Bet- 
ter Quality Hardware. 


livable and attractive when last payment is 
made — Tells home builder Better Quality 


Hardware will play an important part. 
e @ 


There is one step for you to take — Fill out 


the coupon. It will bring you free of charge 
Booklets and Display — will enable you to 
take full advantage of the new business for 


Better Quality Hardware. 








THIRD STEP 


Striking window dis- 
play that gives your 
store the benefit of 
this powerful national 





and directadvertising. 


THE STANLEY WORKS 


New Britain, Conn. 


. THE STANLEY WORKS H.A.-6-9 

® New Britain, Conn. 

Please send material checked so that we can tie up 
with this constructive program — no cost to me. 


{_] BOOKLETS (Quantity) — 
{_] WINDOW DISPLAY 
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If you don’t ask her, 
SOMEONE ELSE WILL 


Tell her that with G. E. MAZDA lamps at new low 
prices, she ought to fill every empty socket with the 
right size bulb, and should keep plenty of spares on 
hand. 

Tell her the 100-watt size is just the thing for single- 
socket reading lamps, kitchen or laundry ceiling. If 
you don’t ask her to buy, she can’t say, “Yes!” Gen- 


eral Electric Company, Nela Park, Cleveland, Ohio. 





“I’M A 100-WATT MAZDA LAMP 
Give me a play this month with 





your spring house cleaning items. 
At 20c each...5 for a dollar...I’ma 
real bargain in better light, and 
I can make real money for you!” 
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GENERAL @ ELECTRIC 
MAZDA LAMPS 
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| The Streanes Are “Calling” The Fishermen 


j , 


There’s another call that is heard in the land—the 
call for UNION Fishing Tackle. Keep stocked 
with the profitable selling UNION Rods and Reels, 
which never fail the angler and always do their 
part in landing customers who enjoy fishing with 
sturdy, dependable tackle sold at popular prices. 


Ab De 





The UNION line includes Rods and Reels in a 4 
tempting variety of patterns. 








Ne. 4160 Special attention is called to the New No. 4951 
“UNION” Union Steel Casting Rod—a splendid one joint rod IL 
Steel Rod with aluminum die-cast handle and double grip 
casting offset with reel seat and finger hook, nickel \| 
plated trimmings, solid cork grip, agatized guides 
and offset top, silk mound, mahogany enamel fin- No. 4951 No. 4514 


ish. In partitioned khaki bag—4, 414 and 5 foot ie pl “UNION” 
Steel 


length. Casting Rod Telescopic 


Rod 

Also New No. 4514 Union Steel Telescopic Rod ® 
with four joints and reversible handle, solid 
cork grip, black enamel butt joint, agatized 
No. 1336F guides and angle offset top. In partitioned 
2 Piece No. 7169. cloth bag. Lengths 812, 9 and 91, foot. 
— ae see The No. 7169 Union Fly Reel is another 

ly Reel Sateen 

popular seller. « 











q 
Ask = Send 


Your Reg. U. S. Pat. Off. For 


Jobber Latest 
To TORRINGTON, CONN. 


Catalog 

Supply Established 1854 No. 16 
You No. 4131 
New York Office: 151 Chambers St. “UNION” 

Steel Rod 
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I. C. GERNERT R. D. POWER 


M. 8. Young & Co., Stamb h-Th 
Allentown, Pa. Youngstown, Ohio 


Ist Prize $35.00 2nd Prize $25.00 


The WINNERS 


in HARDWARE AGE 
Homeworkshop Window 


T. JIMMY POITRAS GLENN K. BENARD 
Morley Bros., Saginaw, Morehouse & Wells, 


Mich., 3rd Prize $15.00 Decatur, Ill. 
4th Prize $10.00 
















len 


aad spectively are won by T. Jimmy contest was conducted coincident- 
el Poitras, Morley Bros., Saginaw, ally with that consumer contest 
-? Mich., and Glenn K. Benard, that hardware dealers might be 
Morehouse-Wells Co., Decatur, inspired to develop their proper 
Ill., in the order named. These share in the sale of hand and 
winning window displays are pre- _— power tools and related equipment 
sented on the pages immediately incident to homeworkshop activ- 
following this announcement. ities. Window displays could fea- 
The contest closed on April 1, ture either tools or handicraft or 
1935, but the large number of en- both. Photographic quality did 
tries and the high standard of not count. The judges decided on 
display shown made the task of _ the selling and display merits of 
deciding winners a most difficult each entry and gave all contestants 
problem for the judges. The pur- very careful and thoughtful con- 
pose of this contest was to encour- sideration. 
age the hardware trade to take Fifth, sixth and seventh awards 
full advantage of the huge profit. of $5 each went to George L. Carl- 
: able sales opportunity offered in JAN, 
= the homeworkshop market. With 
AGE MAY 9, 1935 29 


Display Contest 


& Co., Allentown, Pa., takes 

@ the first prize of $35 in the 
HarpwarE AGE homeworkshop 
window display contest. Second 
award of $25 goes to R. D. Power, 
The Stambaugh - Thompson Co., 
Youngstown, Ohio, and third and 
fourth prizes of $15 and $10 re- 


| C. GERNERT, M. S. Young 


more than one million Americans 
interested in both hand and power 
tools for making and repairing 
things at home, the hardware 
trade has one of its greatest mer- 
chandising opportunities. 
Although not otherwise affiliated 
with the National Homeworkshop 
Guild Contest, the HARDWARE AGE 
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ST PRIZE in the HARDWARE AGE Homeworkshop Window Display Contest was awarded for this splendid display by 


I. C. Gernert, M. S. Young & Co., Allentown, Pa. 


handy man would like to own and have in his own home. 


Mr. Gernert has suggested a typical homeworkshop—the kind every 


The Winning Display by I.C. Gernert 


son, American Ave., Hardware 
Co., Long Beach, Calif.; B. 
Kunce, Fabritz Hardware Stores, 
Inc., Ottumwa, Iowa, and L. C. 
Anderson, G. A. Butler Co., Mil- 
waukee, Wis., in the order named. 

In accordance with the rules of 
the contest, pictures not winning 
one of the seven cash prizes are 
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; Honorable Mention 


available for publication in Harp- 
warE AGE, at the rate of $3. For- 
ty such suitable entries have been 
selected on this basis and there- 
fore receive Honorable Mention. 
This displays were submitted by 
the following: 


Lloyd Higbie, 
Rochester, N. Y. 
West End Hardware, Ashtabula, 
Ohio. 
A. H. Benson, Schlafer Hardware 
Co., Appleton, Wis. Pi] 
R. W. Paterson, The J. H. Ash- i 


Weed & Ca., 


HARDWARE AGE 
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of M.S. Young & Co, Allentown, Pa. 


down Hdwe. Co., Ltd., Calgary, Can- 
ada. 

Hugh O’Connor, Newberry Hard- 
ware Co., Alliance, Nebr. 

W. F. Rawson, Lane & Sexton 
Hdwe. Co., The Dalles, Ore. 

Luther Harbin, Gadsden Hard- 
ware Co., Gadsden, Ala. 

Arthur B. Moss, Hartman Hard- 
ware Co., McKeesport, Pa. 
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Mr. Potter, Kerr Hardware Co., 
Niles, Mich. 

Harry F. Hartman, J. F. Horna- 
day Hardware, Richmond, Ind. 

Robert L. Gatliff, Railey-Milam. 
Inc., Miami, Fla. 

J. Hurst Hackett, Geo. W. Hack- 
ett & Sons, Sunbury, Pa. 

Henry Abbuehl, Owl Hardware 
Co., Holton, Kans. 


Clyde E. Anderson, Warner Hard- 
ware Co., Minneapolis, Minn. 

Carl Simmons, Raymer Hardware 
Co., St. Paul, Minn. 

T. H. Hemmi, Fitchburg Hard- 
ware Co., Fitchburg, Mass. 

Amil Cariseo, Alex. Grant’s Sons, 
Syracuse, N. Y. 

J. Vincent Sartoris, David Ma- 
honey Company, Inc., Schenectady 
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ND PRIZE was awarded to R. D. Powers, The Stambaugh-Thompson Co., Youngstown, Ohio, in the HARDWARE AGE 
Homeworkshop Window Display Contest for the above window, which should whet the hobby appetite of every 
handy man who yearns for a complete, modern and efficient homeworkshop. 
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RD PRIZE went to T. Jimmy Poitras of Morley Bros., Saginaw, Mich., in the HARDWARE AGE Homeworkshop 
Display Contest for this display. It shows a wide assortment of local handicraft and will intrigue the interest of 
the homeworkshop fans of Saginaw. 


E. N. Sandifer, Tenk Hardware M. J. Estes, Bunting Hardware John H. Wernicke, Geo. W. Hub- 
Co., Quincy, Il. Co., Kansas City, Mo. bard Hardware Co., Flint, Mich. 

Wm. F. Jennison, The Jennison Lester H. Smith, Champlin Mer- A. P. Davidson, Davidson Hard- 
Hardware Co., Bay City, Mich. cantile Co., Enid, Okla. ware Co., Beaver Falls, Pa. 


Raymond Stratton, Pierce Hard- 
ware Co., Taunton, Mass. 

C. H. Smith, Saskatoon Hard- 
ware Co., Ltd., Saskatoon, Sask., 
Canada. 

Reinhold Brothers Co., Milwau- 
kee, Wis. 

Robert A. Bowers, Columbus 
Hardware Supplies, Inc., Colum- 
bus, Ohio. 


TH PRIZE in the HARDWARE 

AGE Homeworkshop Window 

Display Contest went to Glen K. 
Benard, Morehouse & Wells Co., 
Decatur, Ill., for this attractive dis- 
play. 
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The mezzanine display of power tools at the M. S. Young Store in Allentown, Pa. 


Homeworkshop Department 
Profitable to Blue Ribbon Winner 


M.S. Young & Co., Allentown, Pa., has developed 
$6000 in this line, which has shown steady increase 


INDOW displays, fea- 

\ \ turing homeworkshop 

equipment, have  stimu- 
lated consumer demand for M. S. 
Young & Co., Allentown, Pa. This 
firm has developed an annual vol- 
ume of about $6,000 in this line. 
One of their window displays won 
first place in the HarpwaRE ACE 
homeworkshop window display 
contest and appears on pages 30 
and 31 of this issue. 

Although power tools have only 
been carried by the store during 
‘the past five years, sales reflected 
a steady increase from the start 
and future prospects for the line 
are even more encouraging. Turn- 
over has been much more rapid 
than in most other lines carried 
and the firm’s investment in stock 
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has therefore been relatively 
small. 

As the store is centrally located 
on one of Allentown’s principal 
business streets well arranged win- 
dow displays never fail to attract 
a great deal of attention. In fact, 
window displays and window dem- 
onstrations have proved so effec- 
tive in promoting power tool sales 
that they have been practically 
the sole promotion media used to 
date. 

Demonstrations of power tools 
given in the store’s windows have 
been very effective in arousing the 
interest of prospects. J. E. Kress- 
ler, who has charge of the power 
tool department, says that demon- 
strations never fail to attract a 
large crowd and that their stimu- 


lating effect on power tool sales 
continues for weeks after the dem- 
onstrations. have been held. A 
brother of I. C. Gernert, display 
manager, who trimmed the blue 
ribbon winning window, is an ex- 
pert cabinetmaker, and has his 
shop completely equipped with 
power tools. Being very proficient 
with power tools, he is usually en- 
gaged to give the demonstrations, 
which are handled in a most im- 
pressive manner. Complete proj- 
ects are always turned out to in- 
crease the fascination of seeing a 
rough scrap of wood become a 
beautifully turned and _ inlaid 
lamp base. Other projects on 
which all types of power tools are 
used are also made during the 
demonstrations and spectators can 
(Continued on page 104) 
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Photo from Fairchild Aerial Surveys 


NRA Casts Shadow Over 


HAT has the New Deal 
W ior: to and for the 

smaller retailers? What 
is it going to do? Observations 
made in at least a dozen states 
suggesi_ certain generalizations 
which follow, presenting both 
sides of the story. 

The most definite impression 
derived from the study is that the 
smaller store management does 
not possess either the ingenuity 
or the facilities for making code 
adjustments without a dispropor- 
tionate increase in cost, while the 
large store can do so and has done 
so. The smaller store, too, is 
more bewildered than its big 
brother by the number of orders 
and regulations based on codes, 
retail and wholesale. 

This is not to say the smaller 
merchant is helpless. In some 
states he has actually gained in 
numbers during the depression, 
and individual sales gains have 
run as high as 400 per cent. But 
he is facing, and in a measure 
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Study Among Smaller Retailers in a Dozen States 
Indicates That for This Merchant Class the Advan- 
tage of Codes Lies Largely in the Future, with 
Present Handicaps That Are Difficult to Surmount. 
The Chief Benefit to Date Lies in Preservation of 
the Smaller Store’s Important Resource — the 


Wholesaler 


is accomplishing, the task of 
adapting improved methods of re- 
tailing to his business. He can, 
however, do a great deal of good 
for himself by better organization. 
Small retailers have allowed those 
with opposing economic interests 
to do their talking. An organiza- 
tion of small retailers would aid 
its members materially in solving 
legislative, economic and_ store 
management problems. 

The chief unfavorable effect. of 
the retail code on the smaller re- 
tailer is the change in hours, par- 
ticularly in the case of the small 


to medium-size store. The big 
store and the little store are least 
affected, and both ends play 
against the middle. Particularly 
detrimental are the consecutive 
hour provisions of the retail code 
where a business is operating in 
an industrial or in a farming sec- 
tion. Their peak periods are like- 
ly to be early and late in the day, 
while their large competitors meet 
their peaks from 10.30 to 4.30. 
The larger store can keep labor 
charges within reasonable limits 
by staggering hours, which in 
smaller organizations is difficult 
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or impossible to achieve economi- 
cally. The latter finds it neces- 
sary—if the payroll is not to be 
overburdened — to split their 
forces, while the large store gains 
its peak force during peak selling 
hours. This, again, gives the 
larger store greater selling effi- 
ciency than the smaller store is 
able to achieve. When there is 
direct competition, the disadvan- 
tage is obvious. 

The percentage increase in pay- 
roll is likely to be greater for the 
smaller store. Usually its cus- 
tomers are used to long store 
hours. Reducing them markedly 
means lost business, yet maintain- 
ing them means adding employees 
in greater proportion than is 
found necessary by the larger, 
more flexibly staffed organization. 

Another factor in increased pay- 
roll is that many smaller store 
employees worked long hours at 
a low salary because the work was 
less strenuous and less regimented 
than in larger stores. Wage in- 


Main Street 


By KENNETH DAMERON 


creases to the code minimum, 
therefore, have been relatively 
greater in the smaller store. 

Under competitive conditions 
the higher payroll expense cannot 
be passed on to customers, and 
this has resulted in a financial 
drain less able to be borne by the 
smaller than by the larger stores, 
even temporarily, because of their 
smaller resources. 

Faced with higher overhead, 
larger capital outlays to replace 
stocks, a public still suspicious 
of prices, loss of helpful privileges 
such as receipt of goods on con- 
signment, advertising allowances, 
payment for demonstrator help, 
etc., the advantage of chief inter- 
est to the smaller retailer—elimi- 
nation of unfair trade practices— 
lies largely in the future, await- 
ing more adequate enforcement of 
code provisions. 


Finally, he has lost something 
in service from his resources. Un- 
der the restrictive provisions of 
manufacturers’ codes the manu- 
facturer tends to give better ser- 
vice to the big buyer. In his small 
store dealings he blames on NRA 
things for which the codes are 
not responsible—and there are 
too many code rulings for the 
smaller organization to keep up 
with. The larger organization re- 
tains all its volume bargaining 
power, gains most from bootleg 
distribution, and receives whatever 
favors the manufacturer has to 
offer. 

Lastly, the smaller retailer is 
handicapped by lack of code en- 
forcement and lack of effective lo- 
cal retail code authority. 

As against the disadvantages, 
there are some gains for the 
smaller merchant. He tends to 
receive some benefit from manu- 
facturers’ codes (when enforced) 
through equalization of rebates 
and allowances, standardization of 
terms and discounts and—impor- 
tantly—improvement of quality 
and size standards under codes 
which contain provisions along 
such lines. He is victimized by 


(Continued on page 80) 
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The smaller retailer on 
Main Street is handi- 
capped by lack of Code 
enforcement. 
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Here’s more snap for those 
spring and summer window dis- 
plays! The Harpware AcE inter- 
changeable display fixtures form 
the foundation for the arrange- 
ments. The clever cartoon ideas 
for the center backs are the atten- 
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Spring Trims 


tion getters for these windows. 
The easy drafting charts are your 
means of reproducing them in 
sizes to fit your requirements. Sim- 
ply square off the space you wish 
to fill in the same number of 
squares as appear on the sketches 


'2%%s% 4265 67 % 





zrQymy oO wb 


MAY 9, 1935 


















































B= Ma) 


1 
A 
8 
c 
D 
3 
here and see how easy F 
it is even for the un- 6 
trained hand to copy 
them. H 


In the case of the wed- 
ding gift window you 
can have the bell swing- 

ing by attaching it to a 

dowelled peg and an os- 
16 cillating electric fan be- 
hind the scenes. If you 
wish to put a bit of action 
into the sporting goods 
window arrange flasher 
lights in the eyes of the 
man and woman looking 
over the fence. It will get 
attention. 

Remember, as the 
weather warms up go over 
to the cooler colors— 
blues and greens. The 
more blue you use the 
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These charts enable the 
sign writer or display man 
to easily produce the post- 
ers shown in the suggested 
window displays presented 
here. 


cooler your window. Blues, how- 
ever, to get the coolest effect 
should be lightened up with white, 
and whites used with the light 
blues are effective, too. 
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Strike UP the Band 


—Here Comes a Sale or Two! 
Om my window a Present stuation. Rather, the 


“hurdy-gurdy” is play. plan should include a quiet con 
ing a lively tune, and, al ference with your 
though it is midwinter, 4] the 
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into action for Purposes of com OPerative effort on the ps 
bat. May we not tur this Public-spirited Persons, ; 
strong force to a useful, helpful chants in Particular, js », 
PUrpose in this Particular time to bring People to the community. 
when business seems to stutter? We believe tha 
Happy, devil-may-care har-  dertaken should be skillfully 
monies have charms, not only to handled. I will not do to dis 
soothe the Savage breast, but close the Purpose of the action ; 
mayhap to crack a smile in many People do not want to be sold an 
Y pocketbook. idea. But simply go ahead, 

Bright lights, noise and tom. seemingly in the desire for More 
foolery out hundreds of fun and Pleasure, to Start some. 


thousands of People on New thing. Plan way, and me 
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The Silver Standard (16-to-1) Cornet Band. The director, Charles E. Bradley, Blue Mound hard- 

ware merchant, (arrow) is author of this article. The man with the cane and straw hat is a filling 

station attendant and acted as master of ceremonies. This shows the stage dressed with $13 worth 
€ of lattice. All the details of stage, lattice design, were worked out on paper. The men, of their 
De own accord, built it. For ten evenings these men worked until 11 and 12 o'clock, building back- 
Pd ground, music stands and equipment. 


By CHARLES E. BRADLEY 


Hardware Dealer 





T was a dark, dismal afternoon in February, 1934— Joe was discussing all this as 
dark, dismal and oppressive as only February days he sat on a nail keg, back by 
can be on the Illinois prairie. Back of the old the stove. “This town needs wa5 ee 
“cannon ball” stove at Bradley’s sat two men whose a brass band,” Joe said, “it needs o + hr 
mental state was as gloomy as the 
weather. One of these men had ' 
worked hard and worried contin- One of the problems in the Blue Mound program was to find a part which 
ually to save what he had from may be taken successfully by the middle aged man. This minstrel show was 
: h but j It the best medium. While this picture shows only 38, there were close to seventy- 
the storm, but it was no use. five people used on the stage, counting specialties, etc. This show brought the 


wiped out everything. record breaking crowd. While other nights were very successful, this held the 

Mental stress and worry that ac- record. Parked cars overflowed the streets and extended into the country roads. 
companies the skrinking of indivi- 
dual wealth often kills the spirit, 
aggressiveness and initiative in a 
man—and solves nothing. The 
long winter of ’33 and ’34 was a 
continuation of bad conditions 
that had preceded. Entertainment 
in the village was cut to nothing, 
the occasional visits to the shows 
at the county seat had been dis- 
> pensed with—even reading in the 
homes had been reduced to the 
daily papers; and in many homes 
even this was missing. Day after 
day was the same routine of work, 
worry and long nights. 
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{ prairie town of 817 people rose from the depths of deadly 
monotony and put on a show that not only gave its population a 


new and happy interest in life, but attracted about 45,000 visitors 


duri ing the summer season. 


band concerts one night a week 
something for people to go to. 
There was no music for last 
years 4th of July celebration 
‘ none for the Homecoming 
last fall. No wonder they flopped. 
Nothing to build around. The 
town needs a band to break this 
damned monotony that is driving 
everyone crazy. If we had a 
band, even though they never 
played a concert—only rehearse 
—there would be at least one 
night a week when we would have 
something else to think about.” 
As a result of Joe’s suggestion, 
a call was made for band mem- 
bers, and _ thirty responded. 
Twenty-five of them had no band 
or musical experience whatever. 
They were seeking an escape, and 
what they lacked in musical ex- 
perience they made up in en- 
thusiasm and determination. There 
was no turning back, the season 
was but thirteen weeks away and 


This group of people all took part in the Blue Mound season of entertainment. 





this meant teaching classes five 
nights a week besides Sunday 
afternoons for ensemble work. 
But it was too interesting to be 
classed as work. 


BLUE MOUND 
“CITY LIMIT 
POP- 817 


oF 


This small population is no indica- 
tion of the ability of its people to do 
big things. 


Rural band concerts at their 
best are sad affairs. Orchestras 
have changed, but throughout the 
years the style and form of bands 
have not. Neither have their set- 
tings. Country bands continue to 
appear on stands of the same pat- 
tern and design—if you can call it 


that—as Morgan viewed them 
when he raided Southern Ohio. 
The members sit in a semi-circle; 
the audience on one side hears 
only the trombone (there is sel- 
dom more than one and it is 
usually noisy). On the other side 
the cornet predominates (this is 
usually the director and the only 
one who can play), while at still 
another point the bass drum is too 
prominent; there is a lack of tone 
balance. A concert consists of a 
selection, a rest (while the mem- 
bers smoke, chew, spit and fight 
the bugs that gather around the 
lights) until someone suggests an- 
other selection. They then return 
to their routine. No one ever at- 
tended a band concert to listen to 
the band. 

All these faults were discussed 
by the nail keg congress around 
the stove. Discussion produced a 
suggested plan and design for a 
theatre to be built in the village 
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park. At least the new topic had 
crowded out the endless and bore- 
some discussion of politics and 
“economics.” The plans developed 
around that stove during March 
and April materialized and the 
show opened in the village park 
on the night of May 30, 1934. 
Three weeks later, C. A. W. in his 
column “About Town and Else- 
where” in the Decatur Review, 
June 22, 1934, said in part: “Blue 
Mound is bewildered. Starting 
out to put on a weekly entertain- 
ment for themselves as something 
of interest to the young people and 
old, by having each do his part, 
the community now finds that it 
has done something which is at- 
iracting wide attention. 

“Planned originally as a home 
show put on by home talent for 
home folks, Blue Mound’s citizens 
find themselves the host of from 
2000 to 4000 visitors these 
Wednesday nights. Visitors come 
in cars, buses and trucks. They 
come from Decatur and from the 
farm and neighboring towns and 
counties. 

“All home talent, home band, 
home talent dramatics and oper- 
etta, home trained dancers and 
singers, boxers and cloggers, on 
a well lighted stage where all can 
see and hear. 

“An amazing example of what 
a community has within itself. 
All that is needed is what Blue 


contribution 
to pootese life 
May onenssoe May 







The posters for the Blue Mound ven- 
ture were the work of home talent. 
The boys who gathered around the 
hot stove in winter cut them from 
battleship linoleum and the local 
printer finished the job. 
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Mound found it had—effective, 
untiring, enthusiastic leadership.” 


It Was Community Building 


After all, it was not merely a 
band that was formed, nor a the- 
atre that was developed, but rather 
community building, based upon 
social work. Its success lies in 
the fundamental of giving people 
a common medium where they 


The spotlight tower used to be a wind- 
mill tower. It helped greatly to put 
the show across. Everyone taking 
part liked to get in the spotlight. The 
seats were made from railroad ties 


and old planks. 


might laugh and play together. 
In it, as many people as possible 
were given a part. Ifanyonewill re- 
view his experiences he will remem- 
ber best those activities in which 
he or someone close to him took 
a part. Knowing this to be true, 
we built a community program 
with the community planned into 
it. The show was home talent 
and it mattered not how poor or 
pitiful some of the acts were (and 
they were) there was always some- 
one in the audience who enjoyed 
it. When the season ended we 
found that approximately four 
hundred different people had 
taken some part in the theatre. 
We missed but few homes in the 
entire community. 

We erected a stage, 26 by 30 
ft., four feet above the ground. 
The rear half was elevated on three 











The old bandstand, so much like 
others everywhere, gives way to the 
modern outdoor stage. 


levels to present the Silver Stand- 
ard 16-to-1 Band (16 musicians to 
make 1 musician). There were 
two dressing rooms built below. 
On each side of the stage was a 
telephone pole where was mounted 
4000 watts of light. One hundred 
feet in front of the stage we 
erected a discarded windmill tower 
and on it mounted a theatre spot- 
light. Each musician had a desk 
with built-in lights controlled 
from the director’s desk, which 
also had signal buttons to the vari- 
ous light controls. For seats, old 
railway ties were cut in half and 
set in the ground and planks 
placed on top. At first, provisions 
were made to accommodate 500 
people, but this was increased 
after the first night to 2000—and . 
at no performance have there been 
any empty seats. 


Finances 


In the beginning, it would have 
been foolhardy to ask contribu- 
tions to build this project. It was 
visionary; business men would 
have pulled in their necks and 
said: “. you have a band 
stand. It is better than any band 
you will have.” 

So we did not ask. Before the 
paved highway came down the 
main street, there was a road oil- 

(Continued on page 78) 
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Five Hundred Bicycles a Year 


NE of the best possible in- 
6) dications that the hardware 

store is the place to sell 
bicycles is provided by the Smith- 
Winchester Co., in Jackson, Mich., 
where 500 were sold during the 
year. Bicycles are not merely 























The regular stock of bicycles at Smith-Winchester, 


Jackson, Mich. 


Bicycle week at Smith- 
Winchester Co., Jackson, 
Michigan, a real success 


Christmas or spring merchandise 
with Smith-Winchester Hardware 
Co., but every month in the year 
sees them pushing sales, selling a 
high grade line and getting a fair 
price. So effective are their sales 
and advertising efforts that they 


Modern bicycles are bringing back 
the cycling clubs over the country. 


favorably affect other stores’ bi- 
cycle sales in surrounding towns 
and villages. 

Bicycles are coming back strong 
and will probably be one of the 
most attractive profit lines in hard- 
ware stores for many years. That 
is the opinion of Smith- 
Winchester. Boys and 
girls are not the only 
customers for bicycles 
—-men and women are 
very keen on riding for 
exercise and pleasure. 
Cycling clubs are form- 
ing in many parts of 
Ohio and Michigan, and 
Smith - Winchester _in- 
tends to cooperate with 
others to encourage 
clubs in the Jackson 
area. An active club 
with an appealing name 
is a strong influence on 
the sale of bicycles, they 
believe. Races for riders 
will be arranged in June 
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Proof that hardware stores do an 
outstanding selling job on quality wheel 
goods is given by Jackson, Michigan, firm 


after school has closed for summer 
vacation. 

C. B. McKee suggests several 
ways in which interest may be 
stimulated in bicycles and atten- 
tion directed to the hardware store: 
letters to the Girl Reserves, The 
Rainbow Girls, Girl and Boy 
Scouts and the Y.M. and Y.W.C.A. 
Any one or a combination of 
these organizations should be en- 
couraged to run the race under 
their own auspices. There should 
not be a too obvious attempt to 
run it as an advertising stunt, but 
newspapers can usually be counted 


upon for cooperation. It is news | 


and also to their advantage to in- 
crease the number of bicycles 
used. The Y.M. and Y.W.C.A. are 
interested in cycling from a health 
standpoint as well as a whole- 
some preoccupation for boys and 
girls. The other organizations are 
similarly interested in cycling. 
They will gladly enter into the 
spirit of the event. 

The possible objection that cy- 
cling is dangerous on today’s high- 
ways is counteracted by the facts 
in the case. Accident surveys show 
a very low ratio of accidents in- 
volving bicycles. Parks, bridle 
paths, foot paths, dirt roads make 


Sold by Smith-Winchester 


excellent places to ride. Children 
are being schooled in observing 
safety measures and plans for pro- 
viding greater safety for bicycle 
riders are being evolved in some 
areas. Where accidents do happen 
they seldom cause serious injury. 
Lightness of the bike and rider 
may be the reason for this. Little 
resistance to a colliding object 
may lessen the force. The fact 
remains that few serious accidents 
are chalked up to bicycle riders. 
When Smith-Winchester display 
bicycles they do it thoroughly. 
Besides a basement show room 
completely filled, bicycles are in 


One of the four large window displays of the Smith-Winchester store, Jackson, Mich., during “Bicycle Week.” This one, 
says C. B. McKee, display and advertising manager, showed the boys and girls the advance made on the modern product. 
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The oldtimer cost its owner $150.00 














The interior display at Smith-Winchester, Jackson, Mich., made everyone conscious of “Bicycle Week.” 


carried the slogan “Ride a Bike.” 


all windows, regardless of other 
merchandise being displayed there. 
They are on the floor in every de- 
partment, at the entrances and 
sometimes on the counters, and 
every other place where a bicycle 
can be displayed effectively. 

Four windows were devoted to 


the display of bicycles during 
Smith-Winchester’s Bicycle Week. 
during which time 28 were sold. 
The slogan “Ride a Bike” was 
used in all windows, and the repe- 
tition was effective. By the time 
the passerby had read this line 
several times he is impressed. He 


All those signs 


Below: The modernistic setting for one of the four windows featuring bicycles 


is further impressed by the cards 
and banners in the store bearing 
the same slogan, and the bicycles 
displayed there. This concentrated 
selling effort on bicycles also in- 
creases the sale of velocipedes, 
wagons and wheel goods general- 
(Continued on page 82) 
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Just AMONG OURSELVES 


Branding Law— 


Southern wholesalers at Miami 
were properly concerned about 
mail order and chain store com- 
petition and the unfair price ad- 
vantages enjoyed by these two 
competitive factors. Majority 
opinion was strongly in favor of 
pitiless publicity against the man- 
ufacturers who two-time by sell- 
ing these competitors at prices 
better than their quotations to the 
hardware wholesaler. A Federal 
branding law was proposed and 
met with ready approval. It 
seemed to provide the machinery 
for punitive action within the law. 
Such legislation would require all 
domestic made merchandise to 
bear the maker’s name and ad- 
dress, regardless of any special 
brand used by the ultimate seller. 
Such a law would enable whole- 
salers and retailers to identify, 
without doubt, the manufacturer 
who is making special goods 
and/or special prices for the mail 
order and chain store firms. The 
obvious inference is that knowing 
which producers were definitely 
guilty, wholesalers and retailers 
would try to correct the unfair 
situation or buy their goods else- 
where. 


Two-Edged Sword— 


But a Branding Law might 
prove a two-edged sword. Let us 
assume that Blank Saw Co. is the 
recognized leader in its field and 
that Blank saws are sold ex- 
tensively through hardware chan- 
nels and have undisputed con- 
sumer and carpenter acceptance. 
If Sears sells a saw bearing a mail 
order brand, but made by Blank, 
the saw must be sold on the 
strength of the Sears trade mark. 
Under the branding law, Sears 
could advertise and its sales force 
could say, “This is a special saw 
made for us by Blank to our own 
specifications and not available 
except in our own stores. It has all 
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By CHARLES J. HEALE 
Editor, Hardware Age 


the advantages of Blanks produc- 
ing ability, etc.”—and then would 
follow the well known mail order 
arguments about its alleged dis- 
tribution economies. The mail 
order firms would then have the 
complete advantages of the manu- 
facturer’s name which they do not 
enjoy now on most of their spe- 
cial price merchandise. 


Boomerang— 


A Branding Law might also 
prove a boomerang to the whole- 
salers themselves in their own 
businesses. Practically every hard- 
ware wholesaler in this coun- 
try has one or more special 
brands on tools, cutlery, sporting 
goods, housewares, paints, bi- 
cycles, electrical goods, tires, wash- 
ing machines and radios. Such 
goods are jobber-branded and 
bear only the name and address 
of the wholesaler who sponsors 
the brand. Under a Branding 
Law, jobber brand merchandise 
would also bear the actual pro- 
ducer’s name and address, a con- 
dition no wholesaler would relish. 
It would tell his competitors who 
makes the goods and take from 
the jobber brand any advantages 
it might otherwise have in the sale 
of competitive grade goods. It 
might also boomerang against 
similar or identical merchandise 
bearing the manufacturer’s regular 
trade mark and brand. ‘The 
dealer and consumer might very 
properly ask to be shown the ad- 
vantages of the higher priced line. 
That is the real drawback of all 
punitive legislation. Federal laws 
must include all business and 
might easily handicap rather than 
help the independent wholesaler 
and retailer, as laws can’t be 
passed which affect some business 
and not others. That’s why I have 
my doubts about the ultimate ad- 
vantages of State Chain Store 
Taxes, fearing that finally the idea 
of added retail store taxes will be- 
come universal if the levy is suc- 


cessfully collected from chain 
stores for a few years. The his- 
tory of taxes is that they seldom 
die. 


Ward Loses Blue 
Eagle— 

On April 6, 1935, Montgomery 
Ward & Co., was advised that it 
had lost its right to use the Blue 
Eagle. The reason for this with- 
drawal as explained in an NRA 
letter to this mail order firm is 
as follows: “Because of your fail- 
ure to pay your equitable con- 
tribution to the expense of ad- 
ministering this code (Basic Re- 
tail Code which hardware dealers 
support), you are hereby deprived 
of the right to display any Blue 
Eagle, and you will hereafter re- 
frain from using any Blue Eagle 
or any other NRA insignia in any 
manner whatsoever. You are di- 
rected to surrender immediately to 
your Postmaster all Blue Eagles 
in your possession. This Admin- 
istration and the Code Authority 
will no longer certify to agencies 
disbursing Federal Funds that you 
are in compliance with the above- 
named code.” The letter, made 
public was signed by L. J. Martin, 
Chief of NRA’s Compliance Di- 
vision. The hardware trade will 
watch with interest the effect of 
the lost Blue Eagle on this mail 
order firm and its retail stores. 
This one-time important and pop- 
ular bird seems to have lost its 
pulling power with the consumer, 
but the loss of Federal financed 
business may be a serious loss to 
Ward. This action would pre- 
sumably eliminate this firm from 
competing for CCC, FHA, CWA, 
etc., bids in which it has previous- 
ly been fairly active and success- 
ful. Readers are invited and 
urged to send in their observa- 
tions of any effect the loss of the 
Blue Eagle brings to Montgomery 
Ward & Co. 
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Your Financial Statement 





By ALEXANDER WALL 


Secretary, Robert Morris Asso- 
ciates, Lansdowne, Pa., address- 
ing the Tuesday morning session 
during the Southern Hardware 
Jobbers’ Association convention 
at Miami, Fla. Bringing as a 
guide the composite statements 
of 29 Southern hardware whole- 
salers. 


OR a great many years 
P rene have gone along 

(and I’ve been in the bank- 
ing business since 1902, and I’ve 
been in the banking credit work 
entirely since 1905), and much of 
that which I say to you is based 
on personal experience. Banks 
went along, and all of you who 
have had anything to do with 
banks have heard the bankers tell 
you your current ratio wasn’t high 
enough or something of that kind, 
or the banker would tell you you 
were over-inventoried or top heavy 
with debt or your receivables were 
too large or any other of the half- 
dozen phrases. The majority of 
bankers fifteen years ago, or 


* Omitted from April 25th issue due 
to pressure of space. 
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ROBERT MORRIS ASSOCIATES 
Lansdowne, Pa. 
Special Statement Study 
ing made for 


THE SOUTHERN HARDWARE JOBBERS ASSOCIATION 
Miami ion 1935 


You are being asked to submit a copy of your last annual stetement on this form so that it may be used, 
in consolidation with many statements, to develop a trade statement for this industry. 
Your own statement will be handled with the utmost confidence, disclosed to no one, used simply to 
effect a trade composite and returned to you, indexed to the group position, sealed against casual inspection. 
‘ ALEXANDER WALL, Secretary. 


Name person to whom to return 





Address. 































































































Cash Dae to Banks 
Receivables | | Dee we Trade 
Merchandise Taxes 
Marketable Securities Miscellaneous Carrent 
Total Carrent 

Total Current Punded Debt 
Plant & Equip. (Net of Depa) | Total Debt 
Prepaid and Deferred Accounts | | Reserves for Bad Debts, etc. 
All Other Non-Corrent Assets 

Total Noa-Carrent Capital Stock 
Goodwill Serpias 
Treasary Stock Net Worth 

Total Total i> 

Sales for year ending with this statement $ Net Profits before dividends $ 
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twenty, were telling their custom- 
ers they were over-inventoried. 
There were a very comparatively 
few of the number of bankers that 
were actually confronted with the 
problem of determining for them- 
selves even how much over-inven- 
toried any one particular customer 
might be, who would be in posi- 
tion to make such a statement that 
you are over-in- 
ventoried $10,- 
000, or $50,000 
or $150,000? 
Why? Because 
they saw a com- 
parative bal- 
ance sheet or 
statement run- 
ning along over 
a period of years and 
the inventory was higher 
than it was last year and 
therefore they thought you were 
over-inventoried. They saw the 
total debt was greater this year 
than it was last and therefore 
had the idea the company was 














getting top-heavy 
with debt. 

They didn’t real- 
ize then, and not a 
very much larger 
number realize now 
that the size of the 
debt or the size of the inventory 
in dollars has very little signifi- 
cance unless it is related to some- 
thing else. 

Now, we all have inventories for 





Data Used by Alexander Wall in a Talk Before the 


Southern Hardware Jobbers’ Association 
Common Size Statement 




















29 Names 
ASSETS 
SE A actoeiwnk te tdbicaeaeetiaewmnaie 4.64 
a Saha nhimkas . 28.50 
lerchandise ......... 38.80 
Marketable securities. . é 2.67 Ratie Ranges 
Miscellaneous ...... ... Sees 68 Lower Me- Upper 
- — Quartile dian Quartile 
Pe CE Kncadtuscenbeese 75.29 Current ratio..... 300 440 1,000 
Plant and equipment.... 16.32 Worth-fixed ...... 24 320 8=1,000 
Deferred accounts....... 49 Worth-debt . ‘ 820 1,500 
Miscellaneous ........... 7.90 boc pene ame 600 750 
— ales-mdse. . 400 450 
TNE GB occ tv ecaicvecndasese 24.71 Sales-fixed .. 650 1,000 
Sales-worth . 150 240 
ME we5o04scsdsawassaaseaes 100.00 Profits-worth 7.0 8.0 
Profits-sales 8.5 5.0 
LIABILITIES 
ee ee rere re 5.75 
OD MD cacccccescncccnedees 8.55 
WN stdin bed aes od ainadeecameas e 91 
PND on vdndaeccesaccnsens 1.09 Common Size Profit and Loss Statement 
ye | ererre res rere 16.30 $1 Companies 
NINE WRK SS 5:5 cic tucves caucus 4.44 NET SALES........++-++seeeees 100.00 
—— Cost of goods sold: 
ME GE vib cccradedcescdionse 20.74 Total inv. at beginning.. 21.66 
Reserves, bad debts, etc.......... .64 ADD: Purchases......... 82.00 
PO aaees ct ctawessabeedacne 78.62 PEE ccccccscee 1.05 
—— Direct labor 
J Te ers Oey re 100.00 For Factory deprecia- 
Mfrs. tion 
Percentage in Relation to Total Assets Only | Other _ factory 
Number reporting sales.......... 26 overhead 
Dt Av scentoese hetendeoweneenpae 150.41 — —_ 
Number reporting profits. ..ccece 24 0 errr rr ye 104.71 
Number reporting losses. . DEDUCT: Total inv. at 
Net profit or loss..........seeee+: 5.83 RD Fores toes 25.28 79.43 
BN a 5 cciscnmniaradun 20.57 
Selling expenses........... 6.62 
General and admn. expense 8.91 15.53 
Operating pPTOfit....ccccccccccccce .04 
Other income and expenses net... 1.36 
NET PROFIT OR LOSS......... 3.68 





191 165 
Profits or loss on net worth 6.7 6.7 
Profits or loss on sales... 3.5 4.0 
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the purpose of serving our custom- 
ers. It might be the manufacturer, 
the jobber or the retailer. You have 
the inventory on hand to meet the 
demands of persons on your busi- 
ness with reasonable promptness. If 
you have a certain amount of money 
of your own in the business, you can 
buy a certain amount of inventory 
with that and carry a certain amount 
of accounts receivable, and if you 
are properly disposed toward your 
banker, you can carry a modest bal- 
ance with him. But the dollar 
amount signifies very little unless 
you relate it to something else. The 
logical thing is to relate inventory 
to sales, for if you do not have a 
proper resultant of sales volume in 
relation to inventory, then you are 
over-inventoried. 

If for every dollar you have put 
into the business you are borrowing 
more heavily than you should to get 
working capital, then you are top 
heavy with debt. And if you have 
borrowed from fifty to one hundred 
thousand dollars, it is not significant 
unless it has gone up in proportion, 
entirely in a designated way, in re- 
lation to your own net worth. 


Rapid Expansion 


It is perfectly possible for a com- 
pany to expand very rapidly over 
a few years, and it is necessary for 
it to have higher debts, for it to have 
a bigger inventory and carry more 
accounts receivable. And if you 
look at these as detached items, it 
is perfectly silly to say in increas- 
ing the accounts receivable or in- 
ventory in size, it looks top heavy 
or over-inventoried. Plant increases 
are sometimes necessary; plant in- 
creases at other times are purely a 
tendency toward a financial wreck. 

There is a style value in the in- 
ventory of some kinds of business 
and a quality value in other kinds 
and the current ratio can’t be 
framed at the same time for all 
kinds of business. 

If the style value is subject to 
shrinkage because the ladies decide 
they will wear pink hats instead of 
blue, the current ratio must be 
higher to take up the inventory 
shrinkage in the millinery business 
than it has to be in the hardware 
business where there is only a qual- 
ity change in the value of the in- 
ventory. 

So we (Robert Morris Associates) 
started out in this group collecting 
statements. The first statement 
made came out in 1921 based on 
an accumulation of 375 statements 
and covering six or seven different 
types of industry. Last year, as of 
December 31, 1934, we ran through 
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our shop a little over five thousand 
statements and we worked them in- 
to a typical statement set-up for 
seventy-five different branches of in- 
dustry. This year we have been 
promised something over sixty-five 
hundred statements and we are 
tackling the job of 125 groups of 
industry. 

Here is the process. Those of you 
who got this form (see illustration) 
and filled it out know what it is. 
And there are some other forms if 
you will take them; I brought them 
for that purpose. 

You fill out the dollar figures, 
and the first process we go through 
is adding up the figures by trades— 
one hundred, two hundred, three 
hundred, fifty, twenty-five or fifteen 
thousand. We add them together 
and get a composite statement. 
Those of you who have a statement 
will find we then compute the cur- 
rent ratio of the proportion of the 





Business Men Must Lead in Recovery 
Dr. Gus Dyer Tells Convention 
ieae men and not politicians must lead the nation back 


to normal prosperity, Dr. Gus Dyer, professor of economics of 

Vanderbilt University, told the Wednesday, April 10th, joint 
session of the Miami Convention. He was pinch-hitting for John E. 
Edgerton, president, Southern States Industrial Council, who had been 
called to Washington for a code meeting. In part, Dr. Dyer said: 

“Tt is the responsibility of the business men of the United States 
to lead the country out of the depression and back to prosperity. 

“Much of what has been done by the government to promote 
prosperity actually has retarded recovery. The view of the admin- 
istration that high prices will restore prosperity is a mistaken view. 
High prices are the result and not the cause of prosperity. That the 
administration has a mistaken viewpoint can be seen from the fact 
that the man who has not built a house which cost $5,000 still is less 
inclined to build when high prices would make the same house 
cost $10,000. 

“In all previous depressions the government has kept hands off of 
business and allowed it to recover in the normal way. The measures 
which the government has instituted to control prosperity actually 
have retarded recovery, since in trying to create buying power the 





government has simply taken 
the money out of one pocket 
and put it in the other. 
“There has been much 
talk in high circles of put- Ee 
ting human rights above 
property rights,” Dr. Dyer 
continued. “This is the law 4 
of the jungle for when prop- : 
erty rights are not respected 
there are no human rights. 
Moses said, “Thou shalt not Fe 
steal’ but he did not add 
‘Except in an emergency.’ 
The depression is a natural 





process which can be expect- 
ed in any country where i 
progress is being made. 5 
There is no depression in 
China, South Africa, or in 
the South Sea islands.” 











net worth to the fixed assets; the | 
proportion of sales to receivables of 
merchandise; of fixed assets to net 
worth; the proportion of profit or 
loss to sales. On the back of the 
sheets is an operating statement, in 
which we reduce the figures to per- 
centages of sales. Having had the 
data on the assets side, we reduce 
them to what we call a_ process 
statement. 

And so, for every hundred dol- 
lars of assets, there may be five 
dollars or ten dollars of cash sales, f 
fifteen or twenty-five dollars of re- > 
ceivables or whatever it might be, Ot 
for every hundred dollars of assets. 

Then we study the statement and 
pick out from the data what is a 
reasonable current ratio for each 
particular type of business, not for 
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Ray Miller and Pat Railey, of Railey-Milam Hardware Co., Miami, Fla., who 

acted as a very special committee of two to make the recent Miami Conven- 

tion pleasant as well as instructive. This photograph was received too late 

for inclusion in the April 25 issue which contained the major part of the 
convention story. 


(Continued on page 110) 
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Wholesalers Need 
Merchandising Department 


r | WHERE is one point that 
came out in Mr. Campbell’s 
talk that has bothered me in 

twenty years of merchandising 

through the jobber (See Harp- 
warE AcE, April 25, 1935, page 

32). 

My first experience in selling 
was eight years selling cash reg- 
isters. That line is not sold 
through the jobber but is a direct 
selling proposition. It is not dis- 
tributed this way due to any sav- 
ing in the cost of distribution as 
actually their selling cost on a 
percentage basis is higher than 
most lines sold through the jobber 
and dealer. 

Their object in selling direct is 
that in a more or less technical 
line, like this, the closer they ‘get 
to the consumer the easier it is to 
get over their selling points. 

I am going to ignore the price 
situation and aside from that, in 
my opinion, the weakest link in 
the chain of the manufacturers 
confining his sales to the jobber 
is the missing link in merchandis- 
ing. In other words, very few job- 
bers have a liaison officer, to use 
a military term, for transmitting 
the manufacturers selling points 
and advertising to the retailer. 

You will recall in Mr. Camp- 
bell’s talk he mentioned, I think, 
three very successful campaigns. 
You will also recall they were 
put on under the direction of a 
manufacturer’s salesman. These 
lines were large enough so the 
manufacturer could afford to have 
his own salesmen in direct touch 
with the retailer even though he 
sold through the jobber. In a 
great many lines, however, this 
cannot be done. A manufacturer 





*Omitted from April 25, 1935 issue 
of HarDWARE AGE containing the 
major part of the Miami Convention 
ery due to unavoidable stenographic 

elays. 
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By C. R. SWISSHELM 


Sales Manager, Crescent Tool 
Co., Jamestown, N. Y., entering 
the discussion of wholesaler- 
retailer distribution at joint 
Tuesday session during Miami 
Convention of Southern Job- 
bers and Manufacturers.* 





Cc. R. SWISSHELM 


gets out his selling plans and ad- 
vertising, turns them over to his 
own salesman who goes to the job- 
ber’s buyer and in some cases does 
not even get to the sales manager. 
If he does, the sales manager is 
busy and he passes only a part 
of it on to the jobber’s salesman 
who in turn has 25 or 30 thou- 
sand items in his catalog and un- 
less it is presented to him prop- 
erly, he promptly forgets. 

One of the most successful co- 
operative jobbing houses owes a 
good part of its success, in my 
opinion, to a merchandising de- 
partment which it maintains. 
When this firm buys a line it is 
immediately referred to the mer- 
chandising department. They 
secure, either from the manufac- 
turer’s salesman or the manufac- 
turer, the selling points in the 
line, including window display 
material, electrotypes and similar 


promotional matter. This matter 
is referred to the dealers direct 
in the form of bulletins. They 
even go to the extent of maintain- 
ing a window display department 
which make up window displays 
consisting of items they carry and 
using for display material that 
furnished by the various manufac- 
turers. These are photographed 
and sent out and the dealers ad- 
vised of the method used in mak- 
ing the display and how to secure 
display material. 

Too many houses do not in- 
struct their salesmen in the im- 
portance of seeing that the dealer 
keeps up the various displays 
which he already has in his store. 
The dealer sells the material off 
the displays and neglects to re- 
place it and it is not followed up 
by the salesmen. This, in itself, is 
so serious that one manufacturer 
who sells largely by means of dis- 
plays in the dealers’ stores is, at 
the present time, very seriously 
considering discontinuing the job- 
ber method of distribution for his 
own direct sales force. He rea- 
lizes that it will probably cost 
him more to maintain his own 
force than to sell through the job- 
ber, but believes that the advan- 
tage of being able to maintain 
his displays through his own men 
will offset the additional cost. 

At the present time, a manufac- 
turer selling through the jobber 
is compelled to maintain an ex- 
pensive mailing list of retail deal- 
ers and jobbers’ salesmen to in- 
sure that the information that 
should be in the dealers’ hands 
actually gets to them. Due to this 
the cost of distributing such items 
as window displays is very fre- 
quently two or three times the 
cost of the display itself and if 
the jobbers would work out a 

(Continued on page 100) 
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Boys! 100 Baseball 


Bats Free 
Big Baseball Language 
CONTEST! 


This is National Baseball Week—Apr. 6 to 13 


Our National Game has a Language All 
its own. Do You Speak It? 


This contest is open to boys from 7 to 15 years of age 
inclusive. A baseball bat will be given FREE to the 
first one hundred boys turning in the most correct 
solution to these baseball “word pictures.” 


Boys—have your parents and friends help you! 


Two Prizes For Adults 


To the first wowan tur ning im the most correct solution: A 
table lamp © ‘ith parchment shade. Serer ‘alue.) 


To the — mao turning rr Nadas it on solution: A Westclox 
ait-day jeweled alarm elock with bakelite case (810.00, value.) 


EXPLANATION OF CONTEST 


tach a represents « basebal] term or — . a 
Number & picture Is “Bysh League.” Na 13 pict 

is Asaist” 

Here’s how to First list all the baseball words and 

terms you cap chek ‘of, and then fit them to the pictures. 

See the large size, original pictures displayed in our front window 

Get Your Entry @lank in Our Sporting Goods Dept. 
Pre om ppg ne fhe arte, 1s Goods Depart- 

date 


Com Get your 

went. in. in your ae and pul the © aod 
ime on hem depen it tat the “hes marked “Baseball 
Coatest™ ie the Sportion Goede 


Contest Opens April 6th and Clones April 13th 


Morenouse & WELLS Co 


WATER, WILLIAM AND STATE STREETS 
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Morehouse & Wells, Deca- 

tur, Ill., Attract Youngsters 

and Adults With Baseball 
Language Contest 


4 VHE Morehouse & Wells Co., 
Decatur, Ill., jobbers and 
retailers of hardware, 

sporting goods, house furnishings, 
paints and automobile accessories, 
recently put on a clever and timely 
promotion, designed to aid sales 
in the store’s sporting goods de- 
partment. 

The novel idea centered around 
our national pastime — baseball, 
and was originated by Robert 
Humphrey, manager of the com- 
pany’s retail store. In comment- 
ing on the promotion, Mr. Hum- 
phrey said: 

“Nowadays, contests of various 
kinds strongly appeal to people. 
Leading manufacturers, the coun- 
try over, sensing this, are featur- 
ing contests in their advertise- 
ments, and are linking them in 
one way or another with the prod- 
ucts that are being stressed. 

“Contests create interest and en- 
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thusiasm on the buyers’part. They 
put a bigger kick into the selling 
job. The right kind of contest is 
a worthwhile sales ally, a real 
business stimulator.” 

Working on this theory, Mr. 
Humphrey conceived the “Big 
Baseball Language Contest,” and 
it was set in motion, April 6. 
Knowing that the love of sport, 
the thrill of the game, is strong 
in all of us, he reasoned that a 
baseball contest should go over 
big. 

Accordingly, there appeared a 
four-column display advertisement 
in local papers calling attention 
to the fact that our National Game 
of Baseball has a language all its 
own. “Do you speak it?” asked 
Morehouse & Wells Co. The store 
went on to say that 100 baseball 
bats would be given FREE to the 
first one hundred boys who turned 
in the most correct solution to cer- 
tain baseball “word pictures” that 
appeared in the advertisement. 
The boys, 7 to 15 years of age 
inclusive, were told to have their 
parents and friends help in ar- 
riving at the answers. 

In order to make the contest 
hold some lure for the grown-ups, 
a bronze table lamp was offered 
to the first woman turning in the 
most correct solution, and a West- 
clox eight-day, jeweled alarm 
clock with bakelite case to the 
first man. 

It was explained that the 28 
pictures flanking the center spread 
of the advertisement, each repre- 
sented a baseball term or expres- 
sion. For example: No. 13 meant 
“assist.” Additional explanations 
followed and the fact stressed that 
large size, original pictures, just 
as the artist drew them, were dis- 
played in the store’s front win- 
dows. 

It was a condition of the con- 
test that all interested persons 
come direct to the store, obtain 
their entry blanks in the sporting 
goods department and fill in their 
answers on the spot. Then they 
were urged to deposit the blanks 
in the box marked “Baseball Con- 
test,” which was close at hand; 
not neglecting to put down their 
name, address, phone number, 
date and time of depositing 
blanks. 

At a strategically placed sec- 
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tion, in one of the large front 
windows, appeared the 28 origi- 
nal drawings of the baseball terms 
or expressions. Below them were 
three large hand-lettered cards 
that outlined the object of the 
contest, cited the rules and made 
known the extent of the prizes. 
On both sides of the pictures, and 
in the foreground, appeared a 
very comprehensive showing of 
baseball goods, invitingly set be- 
fore the eye. 

The original newspaper adver- 
tisement, without any alterations 


or trimming of size, was printed 
on the entry blank at the top, with 
name of company and two other 
lines of copy above it. Directly 
below the pictures and details of 
contest were spaces for filling in 
the answers, name, address and 
other pertinent data, so necessary 
to give all contestants a fair and 
square deal. 

The contest caused great ex- 
citement among the younger peo- 
ple and stimulated business to a 
marked degree in the sporting 
goods department. 





American Farms Used 11,827,000 
Horses and 4,795,000 Mules in 1934 


4 NHE value of the horses and 
mules on American farms is 
greater than that of all cat- 

tle and calves, and three times as 

great as the value of all hogs and 

sheep combined, on Jan. 1, 1935, 

according to the figures released 

Feb. 15, 1935, by the Bureau of Ag- 

ricultural Economics, United States 

Department of Agriculture. 

The estimated number of horses 
and horse colts on farms Jan. 1, 
1935, was 11,827,000 head. There 
was a decrease of 136,000 head or 
about 1 per cent from a year earlier. 
This is the smallest decrease in one 
year since numbers began their de- 
cline about 20 years ago. There 
was a marked increase in the num- 
ber of colts raised in 1934 over those 
raised in the preceding year. The 
estimated number of horse colts 
foaled in 1934, still in existence on 
Jan. 1, 1935, was 692,000 head, 27 
per cent larger than a year earlier 
and the largest number since 1922. 
The value per head of all horses 
and colts on Jan. 1, 1935, was $76.18 
compared with $66.30 a year earlier. 
The total value this year was $901,- 
038,000 compared with $793,155,000 
a year earlier. 

The estimated number of mules 
and mule colts on farms Jan. 1, 
1935, was 4,795,000, a decrease of 
130,000 head, or about 3 per cent 
from a year earlier. There was some 
increase in the number of mule colts 
raised in 1934 over 1933, but this 
increase was much less marked than 
in the case of horse colts. The 
value per head of mules and mule 
colts on Jan. 1, 1935, was $98.21 
compared with $81.54 a year earlier. 
This was the highest value per head 
since Jan. 1, 1921. The total value 
of all mules on Jan. 1, 1935, was 


$470,900,000 compared with $401,- 
596,000 a year ago. 

These figures indicate the great 
importance of the horse and mule 
industry in the United States, and 
emphasize the need of exhaustive 
study of ways and means of increas- 
ing the efficiency of our animal 
power units represented by horses 
and mules; for horses and mules 
are animal power units, produced on 
products of the farm and maintained 
on farm products. They are used 
principally for power purposes in 
tilling the soil, planting and harvest- 
ing crops, drawing loads and for 
riding purposes, although the mares, 
and stallions and jacks, also do work 
in reproduction. 

While the decrease on farms since 
Jan. 1, 1920, has been less than 
9,000,000, there has been a decrease 
of more than 1,000,000 horses and 
mules ued in non-agricultural work. 
The total decrease in horses and 
mules from the peak in 1920 has 
therefore been more than 10,000,000 
head. Inasmuch as it requires an 
average of four acres per head to 
produce and maintain horses and 
mules, the decrease of more than 
10,000,000 means that over 40,000,- 
000 acres, which formerly produced 
or maintained animal power, is now 
producing surplus food products or 
surplus raw materials for clothing. 

The 27 per cent increase in horse 
colts foaled in 1934, over 1933, is 
an indication that farmers are awake 
to the situation. Still more colts 
will be foaled in 1935, but at least 
three years more will elapse before 
the birth rate will equal the death 
rate, and an increase in total horses 
and mules begins. Prices on both 
horses and mules, therefore, may be 
expected to advance until 1940. 
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American Retail Federation Formed— 


Does Not Have N. R. H. A. Support 


New retail group headed by department store, chain 
store and mail order executives. Will bring cleavage 
and not unification among all retailers says H. P. 
Sheets denying participation. Congressional Inquiry 


under 


Formation of the American Re- 
tail Federation to serve as “the 
unified voice of the entire field 
of distribution on national legis- 
lation and economic problems” 
was publicly announced on April 
17, 1935. For some time this 
new organization has been in the 
preliminary stages and appar- 
ently has wide backing among 
department store and other large 
retail executives. It does not 
have the support of the National 
Retail Hardware Association, 
nor does the N.R.H.A. belong as 
an affiliated or constituent mem- 
ber, despite published newspaper 
statements to the contrary. Col. 
C. O. Sherrill, former City Man- 
ager, Cincinnati, Ohio, will di- 
rect the Federation as president. 
The nine men on the executive 
committee are executives of large 
city department stores, chain 
store organizations and the large 
mail order houses. An additional 
twenty-five men are indicated as 
“taking a leading part” in the 
formation work, etc. These men 
are also from similar organiza- 
tions and will hardly be accepted 
by retail hardware merchants as 
typical retailers who can repre- 
sent all retail interests. 

Louis E. Kirstein of the Filene 
department store in Boston has 
been actively identified with the 
movement which led to the for- 
mation of the Federation. He 
has been quoted as saying that 
the need for a single spokesman 
group for the entire retail field 
became markedly evident during 
the early days of NRA and that 
“everybody went down to Wash- 
ington and began writing codes 
for retailers to observe. There 
was no single authoritative group 
to speak ‘for retailers generally, 
and they were outshouted in the 
proceedings which followed.” 

Mr. Kirstein also said that 
Federation membership would be 
open to all merchants, whether 
large or small and whether they 
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way. 


are members of retail associa- 
tions or not, and that this new 
organization would compete “in 
no sense with the work of the 
national retail associations but 
will be supplementary to them.” 
In the newspaper stories on 
the American Retail Federation 
an estimated potential member- 
ship of one million merchants is 
prominently mentioned. These 
stories also state that existing 
national retail associations will 
form the nucleus of the Federa- 
tion, specifically mentioning as 
affiliates the National Retail 
Hardware Association and sev- 
eral other similar organizations 
in the boot and shoe, dry goods, 
jewelry, furrier, variety store, 
music store, etc., retail fields. 
Herbert P. Sheets, managing 
director, definitely states that the 
N.R.H.A. is not affiliated and 
has no such intentions. In a 
telegram to the New York Her- 
ald Tribune, Mr. Sheets covers 
this point and expresses an opin- 
ion that will be widely shared in 
retail hardware circles. A copy 
of this telegram has been fur- 
nished to HARDWARE ACE by Mr. 
Sheets. It reads as follows: 
“The National Retail Hard- 
ware Association has had no part 
in sponsoring the American Re- 
tail Federation, has never been 
invited to have a part, has no 
knowledge of the basis for the 
statement that it will be one of 
the vertebrae of such new or- 
ganization, and has no intention 
of being associated therewith. 
The average retailer will wonder 
how an organization promoted by 
the representatives of the coun- 
try’s largest stores can speak the 
voice of small merchants, as has 
been so altruistically announced. 
Certainly it would be most un- 
usual and contrary to previous 
practice for such interests to 
forego some of their advantages 
of bigness as a measure of help- 
fulness to small retailers. In- 





stead of speaking for unified re- 
tailing, it is my opinion that the 
present effort will result in such 
a cleavage between large and 
small merchants as to completely 
break down the unification work 
which has been progressing for 
the past twelve years, and that 
small merchants will feel com- 
pelled to intensify their efforts 
to bring to legislative considera- 
tion more positively than ever the 
disadvantages under which they 
work as a result of the insistence 
of the larger groups that they 
must buy for less.” 

in the meantime, Representa- 
tive Cochran has charged the 
Federation with being a “super- 
lobby” inimical to the interest 
of the small merchant and has 
asked for a Congressional in- 
quiry, which may soon be under 
way. Spokesmen for the Federa- 
tion say the inquiry is welcomed 
as the means of giving the new 
organization a fine chance to 
make its real objectives clear 
and widely appreciated. 





CROSS TO VISIT CLEMSON 
AGENTS IN EUROPE 
William E. Cross, vice-presi- 
dent directing sales, Clemson 
Bros., Inc., Middletown, N. Y., 
manufacturers of hack saw 





WILLIAM E. CROSS 


blades, will sell June 1 on the 
M. V. Britannic, from New York 
on a business trip. He plans to 
visit Clemson distributors in 
Denmark, Russia, Sweden and 
other countries. Mr. Cross will 
return in August. 





WAGNER LABOR BILL CONDEMNED BY 
BUSINESS EDITORS FOLLOWING QUESTIONNAIRE 


A survey just completed by the 
committee on labor problems of 
the Associated Business Papers 
and the National Conference of 
Business Paper Editors brought 
out that practically every indus- 
try served by this group of 125 
business publications is unalter- 
ably opposed to the proposed 
Wagner labor bill. The main 
purpose of this legislation would 
be to “promote equality of bar- 
gaining power between employ- 
ers and employees, to diminish 
the causes of labor disputes, to 
create a National Labor Rela- 
tions Board, and for other pur- 
poses.” 

Not only did these editors hold 
that industry is opposed to such 
legislation but a majority of 
them pointed out that there is no 
existing need for any labor rela- 
tions legislation. In many in- 
stances they contended that rela- 
tions between labor and manage- 
ment would be closer and more 
amicable if outside interferences 





would be removed from their ne- 
gotiations. 

Answers to a questionnaire is- 
sued to these editors revealed 
that about 85 per cent of them 
felt that the various companies 
served by their publications were 
opposed to the bill. The remain- 
ing 15 per cent held that their 
fields would not be directly af- 
fected by the proposed act. A 
substantial share of this group. 
however, felt that the indirect 
effects would be harmful. 

Among the reasons advanced 
in support of the general oppo- 
sition were: 

1. Legislation of the type at- 
tempted in the Wagner bill is 
unworkable and unfair. The ef- 
fects of the legislation will be 
harmful by breeding dispute 
rather than by disposing of it. 

2. The Wagner labor bill is 
considered a possible opening 
wedge toward a 30-hr. week and 
toward some further plan of la- 
bor dictatorship. 
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AGE—WHILE IT’S NEWS 


THE TRADE 











Executive Changes, Meet- 
ings, Current Events in 


the Hardware Trade 














CRANDALL ELECTED 
SIMMONS PRESIDENT 


At a recent meeting of the 
board of directors, Simmons 
Hardware Co., St. Louis, Mo., 
wholesale hardware distributors, 
L. E. Crandall was elected presi- 





L. E. CRANDALL 


dent. H. A. Hoeynck is vice- 
president, W. N. Halliday is trea- 
surer and L. W. Crenshaw is 
secretary. W. B. Snow, Jr., is 
chairman of the board. 











John FE. Haviland, J. E. 
Haviland & Co., Niantic, Conn., 








3. The proposed legislation is 
looked upon as an attempt on the 
part of the American Federation 
of Labor to become the spokes- 
man instead of allowing the mi- 
nority to speak for itself. Its en- 
actment would foment a new and 
more bitter series of labor dis- 
putes than any we have known 
under the NRA to date. 
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whose election as president of 
the Old Guard was announced 
in the April 25 issue of Harp- 
WARE AGE. 

FOSTER HEADS SALES 
FOR JONES & LAUGHLIN 


James Caven Foster, since Jan- 
uary, 1932, manager of wire sales 
for the Jones & Laughlin Steel 
Corp., Pittsburgh, Pa., has been 
appointed general manager of 
sales succeeding William B. 
Todd. Mr. Foster’s entire busi- 
ness career has been with the 
Jones & Laughlin company. He 
entered its employ in 1913 and 
two years later joined the sales 
department. He had been assis- 
tant manager of wire sales for a 
number of years. A. W. Herron, 
Jr., since 1925 sales manager of 
the Cincinnati district, has been 
made manager of wire sales to 
succeed Mr. Foster. M. M. Har- 
per, who has heen connected 
with the Cincinnati office since 
1922, has been appointed district 
sales manager. 





‘W. H. SOMMER NOW PRES. 
OF KEYSTONE STEEL 


W. H. Sommer has been elect- 
ed president of the Keystone 
Steel & Wire Co., Peoria, Ill. 
R. E. Sommer has been made 
vice-president and general man- 
ager. C. W. La Porte is vice- 
president, and D. P. Sommer is 
vice-president and general super- 
intendent. W. O. Fritze is assis- 
tant treasurer. Henry G. Som- 
mer remains as executive vice- 
president and treasurer. The fol- 
lowing officers and directors have 
resigned: W. C. Buchanan, here- 
tofore president and _ general 
manager; W. W. Barton, vice- 
president; E. P. Kastien, general 
superintendent and _ purchasing 
agent; Hiram E. Todd and A. G. 
Heidrich, formerly of the execu- 
tive committee, and John V. 
Reynders, consulting engineer. 





STRUVE HEADS BRANCH 
OFFICE FOR COLEMAN 


H. H. Struve was recently 
made manager of the eastern 
sales division of The Coleman 
Lamp & Stove Co., Wichita, 
Kan., and is in charge of the 
Philadelphia office of the com- 
pany at 7 Walnut St. He suc- 
ceeds J. G. Grobe, who recently 
resigned. Mr. Struve has been 





a member of the sales organiza- 
tion of The Coleman Lamp & 
Stove Co. for nearly ten years, 
three years of that time as a 
salesman on the road in north- 
western Iowa. For about seven 
years he has been assistant divi- 
sion sales manager for the Wich- 





A. 0. BEYER 


ita territory. Prior to joining the 
Coleman company he had several 
years of banking and retail hard- 
ware sales experience which was 
interrupted by service in the 
army during the World War. 





H. H. STRUVE 


A. O. Beyer has been appoint- 
ed as an assistant to Mr. Struve, 
and is in charge of general sales 
for the Philadelphia territory. 
He has been a salesman with 
Coleman Lamp & Stove for nearly 
ten years, having traveled for 
the company in various sections 
of the country. Recently he was 
transferred from his territory in 


Texas to work with Mr. Struve. 
Mr. Beyer has had a number of 
years experience with wholesale 
and retail hardware firms. The 
Philadelphia territory comprises 
all of the Atlantic Coast, includ- 
ing Vermont, West Virginia, 
Georgia and Alabama. 


JOINT CONVENTION WILL 
MEET WEEK OF OCT. 21 


The seventy-first annual con- 
vention of the American Hard- 
ware Manufacturers Association 
will be held jointly with the 
forty-first annual convention of 
the National Wholesale Hard- 
ware Association at Atlantic 
City, N. J., during the week of 
October 21. Announcements as 
to hotel, transportation and gen- 
eral arrangements will be issued 
from the offices of both organi- 
zations on June 15. 





COLUMBIAN ROPE CO. 
HONORS 59 EMPLOYEES 


Fifty-nine employees of the 
Columbian Rope Co., Auburn, 
N. Y., were recently honored at 
a banquet given for them at the 
Osborne Hotel, Auburn. Each of 
the honored guests had been with 
the company for twenty-five years 
or more. Besides the fifty-nine 
employees there were 100 other 
members of the Columbian com- 
pany’s staff. 

Following the banquet James 
B. Reber, general superintendent 
and vice president introduced H. 
G. Metcalf, president of the com- 
pany. Mr. Metcalf told the his- 
tory of the company from the 
time when his father the late 
Col. E. Dz Metcalf founded the 
business. He presented each man 
and woman, who had _ been 
twenty-five years or more with 
the company, an appropriately 
engraved Hamilton watch. 

DE LAVAL SEPARATOR 
MOVES CHICAGO OFFICE 


The Chicago offices of the De 
Laval Separator Co. from which 
all its middle western business 
is handled have been moved to 
427 Randolph St., Chicago. The 
move was necessitated by increas- 
ing business. 

The new location is centrally 
and conveniently located and has 
a display room where samples of 
De Laval equipment are exhib- 
ited. 





53 











OMAHA DEALERS PLAN 
GROUP ADVERTISING 


Collective advertising was the 
chief topic discussed by 
Omaha Hardware Club at the 
April meeting at the King Fong 
Cafe. President John C. Hardy 
was authorized to appoint a com- 
mittee to act on collective adver- 
tising. 

Mr. Hardy, the president, was 
recently elected to succeed the 
late Charles S. Scattergood. 

L. E. Nelson was appointed 
Chairman of Trade Relations to 
succeed J. C. Michelsen who 
died in February. C. C. Johnson 
and J. S. Meyer are to assist 
him. 

Randall Biart, guest speaker, 
told of the workings of Federal 
Relief. 


HOELSCHER NOW WITH 
HADLEY-DEAN GLASS 


Edward Hoelscher, formerly 
connected with the Nurre Com- 
panies in the St. Louis trade 
territory is now with the Hadley- 
Dean Glass Co., St. Louis. He 
will operate in a sales capacity, 
serving the same territory as in 
his former connection, calling on 
the hardware, building and in- 
dustrial trade. 





VIRGINIA DEALERS 
HOLD GROUP MEETING 


The Virginia Retail Hardware 
Association held a group meeting 
April 22 at the Hotel Lincoln, 
Marion, Va., with a banquet fol- 
lowing. 

Thomas B. Howell, Richmond, 
secretary of the state association 
was principal speaker. His 
topic was “competition.” W. N. 
Neff, Abingdon; W. H. Copen- 
haver, Chilhowie; Charles Hyder, 
Glade Spring; Joseph Wilson, 
Rural Retreat, and Marvin 
Copenhaver, Marion, were other 
speakers. 


C. M. POND NOW V.-P. 
OF PRATT & WHITNEY 


Charles M. Pond, manager, 
small tool and gage division, 
Pratt & Whitney Co., Hartford, 
Conn., has been elected vice-pres- 
ident in addition to his other 
duties. 


HARE HEADS BUFFALO 
WESTINGHOUSE UNIT 


J. K. B. Hare has been ap- 
pointed manager of the Buffalo 
office of the Westinghouse Elec- 
tric & Mfg. Co., Pittsburgh, Pa., 
succeeding H. F. Boe, who is 
now assistant manager of the 
eastern district, with headquar- 
ters at New York. Mr. Hare has 
been with the company since 
1916, having previously been as- 
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the | 


| sociated with the Westinghouse 
| Air Brake Co. 





PASHA GROUP SESSION 
FAVORS DROPPING CODE 


At a group session in the Ho- 
tel Holland, Scranton, Pa., April 
|23, members of Pennsylvania and 
Seaboard Hardware Dealers’ As- 
sociation voted to send protests 
to Pennsylvania senators against 
continuance of the retail code. 
Sixty were present. 

The vote against the code was 
on the grounds that retail estab- 
lishments are small and operate 
mainly in intrastate commerce 
and because many retail estab- 
lishments are subject to confus- 
ing provisions of many codes 
with which it is impossible to 
comply. The hour limitations 
also impose a hardship because 
the average store employs few 
people. 

Mayor Stanley J. Davis spoke 
on “The Obligations of the In- 
dependent Dealers.” W. Glenn 
Pearce, managing director of 
PASHA, spoke on the problems 
of the dealer and competition 
from chain stores. 





WM. P. HORN COMPANY 
HAS NEW PARTNERS 


Walter A. Stone and E. D. 
Sullivan, salesmen for Wm. P. 
Horn Co., factory representa- 
tives in the Far West with head- 
quarters in San Francisco, have 
become members of that firm, 
according to an announcement 
made in April. 

THE SUMNER CO., LTD., 

HAS 80TH BIRTHDAY 


The Sumner Co., Ltd., hard- 
ware wholesalers and retailers of 
Moncton, N. B., celebrated its 
80th anniversary recently. It was 
founded in 1855 as a general 
store by W. H. T. Sumner and 
rapidly grew to its present size. 

In 1880 the company began 
concentrating on hardware lines 
of all kinds, and in 1885 F. W. 
Sumner entered into partnership 
with his father. F. W. Sumner 
assumed control in 1899, and 
after his death was succeeded by 
his son F. R. Sumner. In 1920 a 
limited company was formed 
with F. R. Sumner, president; 
R. P. Dickson, vice-president and 
managing director, and B. A. 
Taylor, sales manager. 





N. F. SMITH NAMED 
OSBORN SEC-TREAS. 


Norman F. Smith has been 
made secretary and treasurer of 
the Osborn Mfg. Co., Cleveland, 
Ohio. He joined the company 
in 1925, following graduation 
from college; and later was trans- 
ferred to New York as vice-pres- 








ident and manager of Rubico 
Brush Manufacturers, Inc., an 
Osborn subsidiary. He is the 
son of Franklin G. Smith, pres- 
ident of the Osborn company. 





CLEAVER ADDRESSES 
NORTH JERSEY ASSN. 


O. T. Cleaver, Westinghouse 
Lamp Co., Bloomfield, N. J., 
addressed the April 16 meeting 
of the North Jersey Hardware & 
Supply Association, held in the 
Rose Garden Hotel, Newark, 
N. J., reviewing the progress of 
light from 5000 B.C. up to the 
present time. He demonstrated 
developments in lamps, such as 
Argon and Neon and showed 
how good light depended on 
paint used in surroundings. He 
outlined the Better Light—Bet- 
ter Sight Campaign, pointing out 
how it would enable dealers to 
sell more lamps, paint, light fix- 
tures, wire and other allied 
items. 

A motion was made to send 
a protest to U. S. Senators from 
New Jersey against the proposed 
30-hour week bill. The associa- 
tion also voted to send a protest 
against the business practices of 
a manufacturer. E. P. Nehms, 
vice-president conducted the 
meeting in the absence of 
Demerest Romaine, president of 
the association. 





STEWART-WARNER CORP. 
ELECTS OFFICERS 


At the annual meeting of the 
Stewart-Warner Corp., Chicago, 
held recently in Richmond, Va., 
T. T. Sullivan, secretary and 
treasurer of the company, was 
elected to the board of directors 
to fill the vacancy created by 
the death of R. J. Graham. 
Other directors were reelected. 
At a subsequent meeting of the 
board, officers were reelected. 
J. S. Knowlson is chairman of 
the board, J. E. Otis, Jr., presi- 
dent, and Frank A. Rose, vice 
president and works manager; 
F. A. Hiter, vice president and 
sales manager, Mr. Sullivan, 
vice president, secretary and 
treasurer, and E. H. Farrell, 
comptroller, were reelected. 

The executive committee of 
the board of directors remains 
the same as last year: Messrs. 
Knowlson, Otis and Eugene V. 
R. Thayer. 

Sales of the Stewart-Warner 
Corp. and its subsidiaries for 
the first three months of 1935 
were approximately 30% larger 
than for the corresponding 
period of 1934, according to Mr. 
Knowlson. Net profits after all 
charges of January and Feb- 
ruary, 1935, were in excess of 
$200,000 as against earnings of 
$32,000 for the first two months 
of 1934, 





TODD NAMED V.-PRES. 
OF JONES & LAUGHLIN 


William B. Todd was recently 
elected vice-president in charge 
of sales and a director of Jones 
& Laughlin Steel Corp., Pitts- 
burgh, Pa. He had been general 
manager of sales since March, 
1930. For many years previously 





WILLIAM B. TODD 


he had been affiliated with the 
Union Drawn Steel Co., Beaver 
Falls, Pa., having served at one 
time as vice-president of that 
concern. 

F. E. Fieger, since 1929 gen- 
eral manager of the company, has 





F. E. FIEGER 


been made a director and a mem- 
ber of the executive committee 
and vice-president in charge of 
operations. He joined the com- 
pany in 1917 as superintendent 
of the wire department, later be- 
ceming superintendent of steel 
works and was subsequently as- 
sistant superintendent at Aliquip- 
pa, then general superintendent 
of that plant and later assistant 
general manager of the company. 
Dwight Clark, treasurer of the 
Phillips Properties, Inc., owned 
by a branch of the Laughlin 
family, has also been elected a 
director. 
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Above, Model 138 Duo-Therm Range. Smart styling and beautiful ivory and 


beige tan porcelain enamel finish give this unit a tremendous eye-appeal. 























Oil Burning COOKING RANGES 


Motor Wheel Corporation is indeed proud to introduce this beauti- 
ful line of oil burning Cooking Ranges, Circulating Heaters and 
Radiant Stoves to the hardware merchants of America. For here 
is a line built for real sales leadership—a line which will appeal 
tremendously to the aggressive dealer desirous of building big ex- 
tra profits during 1935. See Thee prices are amazingly low—and 
meet all types of competition including coal, wood, kerosene, gas 
or electricity. Duo-Therm performance sets entirely new standards 
of efficiency, cleanliness and simplicity. Duo-Therm appearance 
is a distinct triumph in smartly-modern styling. Duo-Therm con- 
struction and operating features are one and all designed for greater 
dependability, convenience, economy and: salability. 


Ask your jobber or write us at once for full information on this 
profitable two-in-one franchise, Mr. Hardware Retailer. It offers 
you the unbeatable combination of extremely generous discounts, 
a full program of advertising and sales helps and a line of low 
priced merchandise which is backed by years of experience, by the 
enthusiastic testimony of thousands of installations in all parts of 
the country, and by the full financial, engineering and production 
resources of a ten million dollar corporation. 


All Models Listed as Standard by the Underwriters’ Laboratories 











Model 402, MW_Duo- 

- Therm Radiant Heater. 

Duo-Therm Circulators are furnished in a com- A popular low pri 

met range of sizes and capacities. Above, utility unit. A large radi- 
odel 702 — finished in beautiful walnut por- ant unit is also included 
enamel. in line. 


asl 





Manutactured by Heater Division. MOTOR WHEEL CORP... Lansing. Mieh. 





& SPACE HEATERS 


with the amazing 
MW DUAL-CHAMBER BURNER 


Representing the most important advancement in oil burner de- 
sign, construction and performance in recent years, the MW Dual- 
Chamber Burner, which is standard on all Duo-Therm units, 
establishes this as the most modern and advanced line on today’s 
market. Not to be confused with the many wick type kerosene 
burners, perforated shell range burners or conventional single pot 
burners, the MW Dual-Chamber offers a brand new type of heat- 
ing performance, convenience and economy. Absolutely clean, 
sootless fire on either the highest or lowest flame setting, increased 
flexibility which virtually doubles capacities, an overall efficiency 
of 78% ito our knowledge the highest ever achieved with this type 
of equipment), completely noiseless operation at all stages—these 
are a few of the exclusive features which Dual-Chamber construc- 
tion offers the dealer and user of this great line. 
ees ae a 
At left, Model 
602, Duo- 
Therm Circula- 


tor —in smart 
pebbled finish. 





At right, Model 
108, Duo- 
Therm Range 
— plain finish 
with distinctive 
modern hard- 
ware. 





Motor Wheel Corporation, Heater Division HA-1 
Lansing, Michigan 

Gentlemen: Please send me full information concerning the 1935 MW 
Duo-Therm Ranges and Space Heaters: 


Name...... Firm 





Address. 














MAY 9, 1935 
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POT & KETTLE CLUBS 
TO CONVENE IN JUNE 


The Associated Pot & Kettle 
Clubs of America will hold its 
1935 convention at Carlsbad, 
Cal., located on the Coast High- 
way about forty miles north of 
San Diego. The convention will 
meet June 28 and 29. The Carls- 
bad Hotel has been reserved for 
the convention. It is situated 
adjoining a beach and is in an 
ideal location for the convention. 
Those attending will have an op- 
portunity to see the World’s 
Fair, San Diego, which will be 
in progress at that time. 

G. P. Wilcox, Los Angeles, 
Cal., is secretary-treasurer of the 
association. 


BRIGGS MFG. PROMOTES 
JOHN A. CALLAHAN 


John A. Callahan has been ap- 
pointed head of all operations of 
the pressed steel plumbing divi- 
sion of the Briggs Mfg. Co., De- 
troit, Mich. He has been iden- 
tified with the Briggs company 
for more than three years and 
for the last two years has di- 
rected the company’s develop- 
ment work in plumbing products. 
The Hamtramck plant, which has 
been remodeled and equipped 
for big-scale production of plumb- 
ing ware, will be under his su- 
pervision. 


FAIRBANKS-MORSE UNIT 
NAMES DISTRIBUTOR 


Fairbanks-Morse Home Appli- 
ances, Inc., Chicago, IIl., has ap- 
pointed Logan Gregg Hardware 
Co., Pittsburgh, Pa., wholesale 
hardware distributors, as exclu- 
sive distributors of Fairbanks- 
Morse electric refrigerators, ra- 
dios, washing machines and iron- 
ers for twenty-five counties in 
Pennsylvania, five counties in 
Ohio and four in West Virginia. 


ENAMEL INSTITUTE 
WILL MEET MAY 22 


At the annual meeting of the 
Porcelain Enamel Institute, 612 
N. Michigan Ave., Chicago, IIl., 
to be held in Cleveland at the 
Hotel Statler on May 22, the 
Institute’s advertising and sales 
promotion campaign and the ba- 
sis for market and technical re- 
search will be displayed. There 
will be a typical store demon- 
stration exhibit, which will com- 
prise a portable furnace placed 
before an array of porcelain 
enameled products such as an 
electric refrigerator, gas stove, 
electric range, clothes and dish 
washers, steel tile, kitchenware, 
commercial signs, with porcelain 
enameled reflectors used to 
floodlight the entire exhibit. The 
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furnace will be in operation, 
enameling souvenir ash trays on 
which visitors may write their 
names before the firing process, 
resulting in a permanent souve- 
nir bearing the recipient’s own 
signature. 

The meeting will be an open 
session and the Institute is urg- 
ing attendance of all allied 
groups and of manufacturers and 
distributors of all porcelain 
enameled products. 





J. C. BEGGS JOINED 
BEMIS & CALL IN 1889 


John C. Beggs, treasurer and 
general manager, Bemis & Call 
Co., Springfield, Mass., manu- 
facturers of wrenches, joined the 
company in 1889. It was incor- 
rectly stated in the March 28 is- 
sue of Harpware AcE that he 
joined the company in 1859. 





STELTZ ADDRESSES 
LIBERTY STORES GROUP 


Wm. Geo. Steltz, president, 
Supplee-Biddle Hardware Co., 
Philadelphia, Pa.. wholesale 
hardware distributors, and M. J. 
Pollack, formerly of Gimbel 
Bros., department store, ad- 
dressed a recent meeting of the 
Liberty Store group of Phila- 
delphia emphasizing the need for 
a close cooperative spirit between 
jobber and retailer. 

Members of the Liberty Store 
group are enthusiastic as to 
progress being made in their 
merchandising activities. 





PLAN INTERNATIONAL 
HOUSEWARES MARKET 


Plans are being made for the 
First International Housewares 
Show to be held in the Merchan- 
dise Mart, Chicago, Ill., which 
will run for two weeks, being 
held concurrently with the Mer- 


| chandise Mart’s Winter Furni- 


ture, Floor Covering, Lamp, Cur- 
tain and Drapery and Glassware 
Markets. 

The Fourteenth Floor Mart 
Club, comprised solely of house- 
ware exhibitors has endorsed the 
project and at a recent meeting 
of permanent housewares exhibit- 
ors approval of the consolidated 
show was generally shown. 





MICHIGAN DEALERS 
HOLD SESSION 


More than 100 hardware 
dealers of four counties met at 
Herman Fischer’s hotel in 
Frankenmuth, Mich., April 10, 
for the annual Saginaw area 
meeting of Michigan Retail 
Hardware association. 

The principal speaker, Major 











Louis H. Buisch of Dayton, 
Ohio, discussed retail salesman- 
ship. Andrew Larson of Caro 
talked on conservation and told 
of plans for N.R.H.A. congress 
in Detroit in June. H. W. Bervig 
of Lansing, state secretary, spoke 
on salesmanship and_ business 
analysis, and William J. Dillon, 
past president of the state asso- 
ciation also appeared. 

It was decided to hold the 1936 


| meeting in Frankenmuth again. 





| REVERE COPPER MOVES 


BOSTON QUARTERS 


On April 26, the Boston office 
of Revere Copper and Brass 
Inc. was moved to 138-164 Fed- 
eral St., United Shoe Machinery 
Bldg., Boston, Mass. 





WASHERS ELIGIBLE FOR 
HOUSING ACT LOANS 


Albert L. Deane, deputy ad- 
ministrator, FHA, has declared 
in a special ruling that electric 
washing machines are eligible 
for insured loans under the 
National Housing Act, if perma- 
nently attached to the wiring 
system in the same manner as 
similar eligible equipment. The 
wiring must be of a type ap- 
proved by the Underwriters 
Board. 


PHILADELPHIA ASSN. 
PROTESTS SALES TAX 


The Philadelphia Retail Hard- 
ware Association at its meeting 
April 18 passed resolutions con- 
demning the proposed Pennsy]l- 
vania 3 per cent sales tax. Frank 
P. Fifer, vice-president, said that 
if the sales tax went through, 
the mail order houses would get 
more business that rightfully be- 
longs to the retail hardware 
dealer, and that warehouses 
would be opened in Camden, 
N. J., to deliver across the river 
to Philadelphia and Pennsylva- 
nia retail trade, to escape the 
sales tax. 

Members of the association 
will be supplied with protest ma- 
terial to be signed by customers 
and sent to the legislature. A 
telegram urging Gov. Earle to re- 
fuse to sign the bill if passed by 
the legislature was sent. 

W. Glenn Pearce, managing 
director, PASHA, told of the ef- 
forts in Washington to abolish 
all code regulation. He pointed 
out that the hardware dealer 
often comes within the regula- 
tion of as many as a dozen dif- 
ferent codes. 

The Philadelphia Retail Hard- 
ware Association will hold its 
annual “Anniversary Night” May 
16 to include dinner, entertain- 
ment, and an interesting speaker. 





MOHAWK VALLEY ASS’N. 
OPPOSES 30-HOUR WEEK 


The Mohawk Valley Hardware 
Dealers’ Assn. recorded its oppo- 
sition to the 30-hour week bill, 
now before Congress. The vote 
was taken following an explana- 
tion of the bill by John B. Foley, 
secretary, New York State Retail 
Hardware Association, at a din- 
ner meeting, April 11 in Hotel 
Martin, Utica, N. Y. 

The members voted to invite 
Syracuse dealers to join them at 
a June meeting in Sherrill and 
Fred Smith, Sherrill Hardware 
Co., was appointed to make ar- 
rangements for a visit to the 
plant of the Oneida Community 
Ltd. 

H. S. Billington, Canajoharie, 
presided, with William Kellmur- 
ray, Utica, in charge of the pro- 
gram. 


REELECT HARDWAREMAN 
MAYOR, MICHIGAN TOWN 


Edward J. Lorenz, Muskegon 
Heights, Mich., hardware dealer, 
was recently reelected mayor of 
that town, being the first mayor 
in the history of the city to serve 
two terms. He was given 61% 
of the total votes cast. 


VOLLRATH CO. MAKES 
PERSONNEL CHANGES 


The Vollrath Co., Sheboygan, 
Wis., manufacturers of enameled 
ware, has announced that G. M. 
Cornell, who has served the 
company in various capacities 
for the past thirty years, has 
been appointed assistant to the 
president. E. J. Kanker, well 
known for years in the house- 
furnishing and department store 
trade, is now sales manager. 

A marked increase in sales 
since the first of the year is 
reported by the company, which 
announces that it is continuing 
its policy inaugurated in Jan- 
uary of special promotional and 
seasonable items at regular 
intervals. 


REVISED FORGED TOOL 
SIMPLIFIED PRACTICE 


Signed acceptances have been 
received from a sufficient number 
of manufacturers, distributors, 
users and others interested to in- 
sure the general adoption of the 
current revision of Simplied 
Practice Recommendation R 17, 
Forged Tools. The revision was 
effective as of May 1, 1935, and 
will soon be available from the 
Department of Commerce, Bureau 
of Standards, Washington, D. C. 
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COMPLETE LINE OF IRONS 


* Complete Merchandising Program * 





Automatics, non-automatics, regu- 
lar or light weight—a large selec- 
tion of QUALITY household irons, 


at a wide range of prices. 


lrons of striking beauty with fea- 
tures that appeal to every woman 
—and in addition a comprehen- 
sive merchandising program wide 
enough to fit the sales policy of 
every dealer. 


SPECIAL SALES 
COUPON DEALS 
TRADE IN OFFER 





LANDERS, 


NEW BRITAIN 




















TRAVELING 
IRON 


CATALOGUE LIST 


$3.25 ROUND HEEL 


AUTOMATIC 
CATALOGUE LIST 


$5.95 


ROUND HEEL 
NON- 
AUTOMATIC 
CATALOGUE LIST 


$3.25 






SQUARE HEEL 
AUTOMATIC 
CATALOGUE LIST 


$4.95 


SQUARE HEEL 
NON- 
AUTOMATIC 
CATALOGUE LIST 


$2.95 





FRARY & CLARK 


CONNECTICUT 
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RICHARDS CELEBRATES 
HIS 75TH BIRTHDAY 


Recently Walter B. Richards, 
president, Richards & Conover 
Hardware Co., Kansas City, Mo., 
wholesale hardware distributors 
celebrated his 75th birthday at 
a party given for employees of 





W. B. RICHARDS 


the company. There were sev- 
eral hundred employees includ- 
ing travelers from all over the 
territory covered. Mr. Richards 
made a very brief address. A 
large birthday cake occupied a 
prominent place on one of the 
desks and other refreshments 
were served. Many friends and 
employees sent Mr. Richards 
bouquets in honor of the occa- 
sion. 

Dancing was an important part 
of the entertainment and J. E. 
Woodmansee, general sales man- 
ager of the company acted as 
master of ceremonies. In one 
of the offices were shown pic- 
tures of the children and grand- 
children of Mr. Richards. Mr. 
and Mrs. Richards have been 
married for more than 50 years. 





RICHMOND WHOLESALE 
FIRM CHANGES NAME 


E. L. Taylor & Co., Inc., 1225- 
29 W. Broad St., Richmond, Va., 
wholesale distributors of wagon 
hardware, automotive supplies 
and parts recently changed its 
—_ to Richmond Wholesalers, 
ne. 


PAINT-UP PARADE 
IN ST. LOUIS 


The opening of the Clean-up, 
Paint-up Campaign in St. Louis, 
Mo., April 23, was marked by a 
parade of public and parochial 
school children. The local cam- 
paign is conducted under the 
auspices of the St. Louis Cham- 
ber of Commerce in cooperation 
with the city administration. 
School groups carried mops, 
brooms, rakes, hoes, or pails. 

A speaking campaign with 
radio talks, to arouse interest in 
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| painting and the clean-up move- 
| ment, is in progress. Speakers 
appear before clubs and gath- 
erings. 


——_—— 


M. H. WERGELES JOINS 
SUPPLEE-BIDDLE CO. 


After spending 12 years in 
the Metropolitan New York 
district, Murray H. Wergeles 
has joined the gross sales force 
of Supplee-Biddle Hardware Co., 
Philadelphia, Pa., wholesale 
hardware distributors. He 
many friends among the dealers. 
Mr. Wergeles will cover part of 
the New York City territory for 
Supplee-Biddle company. 


HAROLD HEY MANAGES 
BRYANT EASTERN SALES 


Harold Hey, who has had 
many years’ experience in the 
electrical wholesaling field, has 
joined the Bryant Electric Co., 
Bridgeport, Conn., as _ eastern 
sales manager. 


STEEL WAREHOUSEMEN 
MEET MAY 14-16 


The annual meeting of the 
American Steel Warehousing As- 
sociation will be held May 14, 
15, 16, in Chicago at the Edge- 
water Beach Hotel. Walter S. 
Doxsey, secretary, makes his 
headquarters at 442 Terminal 
Tower Bldg., Cleveland, Ohio. 


OIL BURNERS GROUP 
NOT TO JOIN NEMA 


Affiliation with the National 
Electrical Manufacturers Asso- 
ciation was rejected by directors 
of the American Oil Burner As- 
sociation at a recent meeting 
held at the Hotel Statler, De- 
troit, Mich. The board voted 
to do nothing along this line for 
the present. 





PHILLIPSBURG FIRM 
DESIRES CATALOGS 


John H. Hagerty Lumber Co., 
309 S. Main St., Phillipsburg, N. 
J., lumber and hardware firm 
would like to receive catalogs 
on builders hardware, housefur- 
nishings, electrical supplies and 
appliances, toys, etc. 


SALESMEN ORGANIZE 
A NEW ASSOCIATION 


The Salesmen of America was 
recently formed at a meeting in 
Washington, D. C., Dan S. Hick- 
ey, 80 Federal St., Boston, Mass., 
being elected president. Irvin 
Dierdorff, Boston, is vice-pres- 
ident, and Francis Knight, New 





York, is secretary. Plans call for 


has | 





the organization of local organ- 
izations of ten or more salesmen. 
National dues of one dollar a 
year include the mailing of a bi- 
monthly bulletin on activities of 
interest to salesmen. The asso- 
ciation plans to study legislation 
affecting salesmen and to keep 
its members informed on such 
matters. 


HATCH MANAGES EAST- 
ERN SALES FOR 
HURLEY CO. 


Myer Hurley, New York City, 
vice-president, Hurley Machine 
Co., Chicago, Ill., manufacturers 
of Thor household ironers and 
washers, recently announced that 


| A. B. Hatch, former sales man- 
| ager in Chicago, has returned to 


the company as eastern sales man- 
ager with headquarters in New 
York. In the past few years Mr. 
Hatch had been New England 
division manager of the Premier 
Vacuum Cleaner Co., Cleveland, 
Ohio, and more recently had 
been with the Public Utilities 
Division of the Frigidaire Corp., 
Dayton, Ohio, in New York. 


NAME DISTRIBUTOR 
FOR ENDURO STEEL 


Gilmore Steel & Supply Co., 
825 Folsom St., San Francisco, 
Cal., has been added to the list 
of warehouse distributors of En- 
duro Stainless Steel, according to 
an announcement by N. J. Clarke, 
vice-president in charge of sales 
for Republic Steel Corp., Youngs- 
town, Ohio. There are now avail- 
able forty-five warehouse stocks 
of Enduro Stainless Steel in prin- 
cipal cities from coast to coast. 





LOS ANGELES FIRM 
' REPAIRS APPLIANCES 


State Appliance Service, 1151 
Santee St., Los Angeles, Cal., has 
been established to give repair 
service on electric table and 
kitchen appliances — domestic 
and commercial. At present the 
company has contracts to give 
manufacturers service on appli- 
ances made by: The Swartz- 
baugh Mfg. Co., Toledo, Chio; 
Dover Mfg. Co., Dover, Ohio; 
Noblitt-Sparks Industries, Co- 
lumbus, Ind., and Bersted Mfg. 
Co., Fostoria, Ohio. E. Stratton 
Jones, manager, State Appliance 
Service, is manager in charge of 
the service department of Royal 
Rochester, Inc., a subsidiary of 
the Robeson Rochester Corp., 
New York. 

Mr. Jones states that State 
Appliance Service will furnish 
references to any firm interested 
in the establishment of an au- 
thorized service station in the 
section in which it operates. 





COWEN IS PRESIDENT 
OF THE LIONEL CORP. 


J. L. Cowen was recently 
elected president of The Lionel 
Corp., 15-19 E. 26th St., New 
York City, manufacturers of toy 
electric trains, boats and acces- 
sories. Joel B. Liberman is vice 





J. L. COWEN 


president and Worcester Bouck 
is vice president and assistant 
treasurer. Mario Caruso is sec- 
retary and treasurer and Joseph 
L. Banano is assistant secretary 
and assistant treasurer of the 
corporation. Mr. Bouck is in 
charge of finances and Mr. 
Caruso directs the factory. 

Mr. Bouck was formerly vice 
president, Arcturus Radio Tube 
Co., Newark, N. J. and was pre- 
viously an official of the Equi- 
table Trust Co., New York City, 
with which he was-identified for 
twenty-five years. He and Mandel 
Frankel were co-receivers for the 
Lionel Corp., in the recently 
discharged equity receivership. 


SUGGEST SLIDING SCALE 

ON CATALOG POSTAGE 
Postmaster General Farley 
was recently asked by the 
Chicago Association of Com- 
merce to place rates on catalogs 
on a sliding scale up to one 
pound, the association declaring 
that postal laws governing mail- 
ing rates on catalogs are inade- 
quate. 

Catalogs weighing up to eight 
ounces are now mailed at a rate 
of two ounces for one cent, while 
the charge for catalogs over 
eight ounces is the full pound 
rate. Catalogs weighing slight- 
ly more than eight ounces are 
thus subject to postage rates 
which discourage business houses 
from using such catalogs, says 
the association, which states that 
this condition curtails business 
for paper manufacturers, print- 
ers, engravers and the Post 
Office department itself. 
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buying urge into more than 514 million 
homes. This Mighty Magazine shoots its 
greatest force into the richest buying areas 
of the country. It packs within its readership 
one-fifth of the nation’s buying power. Your 
customers—and their neighbors—read The 
American Weekly and are sold on the prod- 
ucts advertised in its pages. 


- WHAT EVERY MERCHANT 
SHOULD KNOW 
= ( Sales pressure is at its peak when The Amer- 
i. : i 4 . ee ican Weekly speeds at its job of driving the 


MILLION. 


: = 
< \\ ‘ LY 


ef, ff aoe 








To get your share of the business this tre- 
mendous magazine makes, feature and dis- 
play the products advertised in the world’s 
largest magazine. 























The American Weekly—what tt is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 


circulation. 
In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 





Greatest 
Circulation 


== AWEBKLY 


in the World 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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CHARLES A, PAESCHKE 

Charles August Paeschke, 78, 
president, Geuder, Paeschke & 
Frey Co., Milwaukee, Wis., died 
April 28 at his home in that city. 
He was one of the founders of 





CHARLES A. PAESCHKE 


the company, which began busi- 
ness in 1880. The golden anni- 
versary of his connection with 
the company was celebrated in 
January, 1930. 


LINCOLN G. BROOKS 


Lincoln G. Brooks, 53, Tren- 
ton, N. J., hardware merchant 
died recently following a long 
illness. He is survived by Mrs. 
Brooks. 


EDWARD M. McILVAIN 


Edward M. Mcllvain, 71, for- 
merly president of Bethlehem 
Steel Co., died in New York on 
April 18. He became identified 
with the old Bethlehem Iron Co. 
in 1898 as general sales manager 
and served as president from 
1901 to 1904. 


E. A. SHOWALTER 


E. A. Showalter, 63, assistant 
purchasing agent, Fones Bros. 
Hardware Co., Little Rock, Ark., 
wholesale hardware distributor, 
passed away April 8, 1935. 

Mr. Showalter joined Fones 
Bros. 32 years ago and in that 
time worked in practically every 
department. A buyer for Fones 
Bros. for many years, he had a 
host of friends among the buyers 
and manufacturers. 

Mr. Showalter is survived by 
his widow and son. 





WILLIAM A. BAKER 
William A. Baker, senior mem- 
ber of the firm, Baker and Col- 
ton, Chautauqua and Maryville, 
N. Y., passed away at the Saint 
Elmo Hotel, Chautauqua, after 
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| illness of several months. 





an illness of over a period of two 
years. He is survived by Mrs. 
Baker, a daughter and a son. 

Mr. Baker was born and spent 
the greater part of his life in 
Chautauqua where he was active 
in civic affairs. 


J. W. POKORNY 


J. W. Pokorny, Valparaiso, 
Neb., hardware dealer, died re- 
cently as the result of burns re- 
ceived when he used oil to light 
a fire in his office. Mr. Pokorny 
had been a hardware dealer for 
many years and during the past 
seven years had been in partner- 
ship with his son Howard. 


B. B. ALLEN 


B. B. Allen, 80, Aberdeen, 
Mass., died recently following an 
He was 
for many years connected with 
the Lann & Carter Hardware Co., 
Aberdeen. 


W. ERNEST HUNT 


W. Ernest Hunt, N. Chat- 
tanooga, Tenn., died April 4 at 
a hospital in Scottsboro, Ala. 
He was a veteran traveling rep- 
resentative of the Crisman 
Hardware Co. and salesman for 
various hardware firms in Chat- 
tanooga for the past twenty-five 
years. He is survived by Mrs. 
Hunt, two sons and two daugh- 
ters. 


C. 8S. SCATTERGOOD 


Charles Stafford Scattergood, 
who had been with the firm of 
Peterson & Michaelson Hard- 
ware Co., Omaha, Neb., since 
1896, died at his home in that 
city. At the time of his death 
he was manager of the store 
and president of the Omaha 
Hardware Club. 





ARTHUR J. WADSWORTH 


Arthur J. Wadsworth, Hilton, 
N. Y., hardware dealer, since the 
end of the World War, died at 
his home in that town on March 
24. 


Cc. A. STOCKSTROM 


Charles A. Stockstrom, 83 
years old, chairman of the 
board, Amierican Stove Co., St. 
Louis, died on April 25 at Mount 


| Clemens, Mich., of pneumonia 


following a heart attack. 

Mr. Stockstrom and _his 
brother Louis Stockstrom, found- 
ed the Quick Meal Stove Co. 
in 1881. In 1902, they organized 
the American Stove Co. After 
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serving as president for 25 years, 
he was succeeded by Louis Stock- 
strom, the present president. 

A native of Germany, Mr. 
Stockstrom came to America 
when 16 years old. Mr. Stock- 
strom is survived by two daugh- 
ters and a son, Carl Stockstrom. 





EDWIN C. BABBITT 


Edwin C. Babbitt, 85, Fitch- 
burg, Mass., for thirty-five years 
sales manager of the Union 
Screen Plate Co., Fitchburg, died 
recently at St. Petersburg, Fla., 
where he had been passing the 
winter. 


GILBERT KNAPP 


Gilbert Knapp, who was con- 
nected with Supplee-Biddle Hard- 
ware Co., Philadelphia, Pa., 
wholesale hardware distributors, 
for about thirty-five years, died 
suddenly on April 17. He was 
well liked by his associates and 
his passing is keenly felt. Mrs. 
Knapp and a son survive. 





LOUIS A. PERROT 


Louis A. Perrot, 61, died April 
16 while en route home with his 
family from Miami, Fla. Mr. 
Perrot founded the Chesaning 
Hardware Co., Chesaning, Mich., 
was active in various organiza- 
tions and civic affairs. He is 
survived by his wife, two sons 
and a foster daughter. 





W. J. SHAUGHNESSY 


Walter J. Shaughnessy, Utica, 
N. Y., hardware dealer for many 
years died recently following a 
short illness. After leaving 
school he entered the hardware 
store of his father and uncle, 
known as Shaughnessy Bros. 
Later Mr. Shaughnessy and his 
brother William operated the 
business subsequently conducted 
by Shaughnessy-Hobbes Co. Mr. 
Shaughnessy withdrew from the 
firm about eight months ago, 
opening a store at 123 Genesee 
St. Mrs. Shaughnessy is-among 
his survivors. 





RASMUS JOHNSON 


Rasmus Johnson, 73, for about 
thirty years New York representa- 
tive of Iver Johnson’s Arms & 
Cycle Works, Fitchburg, Mass., 
was fatally stricken, April 23, 
while on a ferryboat on the way 
from his home in Arlington, N. 
J., to his place of business. He 
was a cousin of one of the 
founders of the Johnson company 
and had been connected with 
the organization for 51 years. 
His son Warren survives. 





W. WILTON WOOD 


W. Wilton Wood, 83, of W. 
Wilton Wood, Inc., Huntington, 
Long Island, hardware and lum- 
ber dealers, died recently at his 
home after a short illness. He 
was active in the business about 
sixty years, retiring a few years 
ago. He is survived by Mrs. 
Wood, two daughters and two 
sons, Henry L. Wood and W. 
Wilton Wood, Jr. 





WILLIAM T. DAVIS 


William T. Davis, 60, man- 
ager, John Deere Plow Co. of 
Texas, Dallas, Tex., died re 
cently at a hospital in Baltimore, 
Md. After being in various posi- 
tions with the American Railway 
Express Co., he joined the John 
Deere organization in 1907 and 
during his 28 years service with 
the company filled practically 
every job in the office. Active 
in various fraternal organizations 
he was also a director of the 
state fair and a former director 
of the local Chamber of Com- 
merce. 

Mrs. Davis, two brothers and 
two sisters survive. 


WALDO A. SMITH 
Waldo A. Smith, 52, hardware 
dealer at Minden, Nebr., died 
there recently of a heart attack. 
He was stricken in his store. 





ARTHUR KARLSBERG 


Arthur Karlsberg, 38, of 84 
Erie St., Dorchester, Mass., well 
known hardware supplies mer- 
chant, passed away at his home. 
He was prominent in politics. 
Four brothers survive him. 





ARTHUR C. GRADOLPH 


Arthur C. Gradolph, 63, promi- 
nent business man of Peters- 
burg, Mich., died at his home, 
April 11, after a serious illness 
following a heart attack. 





JOHN CARLTON GOWAN 


John Carlton Gowan, 32, asso- 
ciated with the Gowan Hardware 
Co., Sault St. Marie, Mich., for 
the past eight years, died re- 
cently in Detroit, Mich., while 
there on business. 





EVERETT E. ORVIS 


Everett E. Orvis, 83, retired 
hardware merchant of Portland, 
Mich., died at his home April 24. 
He was born in Pennsylvania and 
moved to Portland in 1862. He 
is survived by several nieces and 
nephews. 

Orvisburg, Marion County, 
Miss., was named after him. 
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All you need for more 
and better roofing sales 
.. the Barrett Way 


Barrett Shingles and the Barrett Monthly Payment Plan provide the 


“makings” for a profitable roofing business for you. 

Barrett Shingles and Roll Roofings are available in every desired color, 
weight and design. They are all Barrett Quality, and build roofs that are 
lastingly fire-safe and weather-safe ... at costs that suit any customer’s 
purse. 

The Barrett Monthly Payment Plan provides a simple, easy-working, 
practical time-payment plan which enables applicators to lay Barrett 
Roofs on terms as convenient as those offered to buyers of automobiles, 
refrigerators and radios. All we ask is assurance of good workmanship. 

If you are not familiar with the terms of the Barrett Monthly Payment 
Plan, wire or write our nearest office. A Barrett representative will gladly 
call and explain it to you in detail. Don’t delay putting this business- 


building plan to work for you. 





Barrett Dublecote Thick Butt Multi Shingles— 
extra thick and extra heavy where the wear is 
greatest—appeal panitddne to owners who take 
pride in their homes and want the best value for 
their money. 














Send for this book today. Get the details 
of the liberal, easy-working Barrett 
Monthly Payment Plan. 


ee 
WE ARE CO-OPERATING 





THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 


2800 So. Sacramento Avenue, Chicago, Illinois * Birmingham, Alabama 
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We all must die! 
All leave ourselves, it matters not 
where, when, 
Nor how, so we die well; and can that 
man that does so 
Need lamentation for him? 
—Beaumont. 


r NHE trade will be shocked to 

learn of the sudden death 

on April 18th of Mr. W. D. 
Biggers, secretary and general 
manager of the Continental Screen 
Company of Detroit. Mr. Biggers 
the past winter had not enjoyed 
his usual excellent health, but at 
the Southern Jobbers’ Hardware 
Convention at Miami he seemed 
to be on the road to recovery, and 
even played golf with some of his 
old friends, although he limited 
his game to nine holes. However, 
no one thought his illness was 
serious. Therefore the word of his 
sudden death was a great shock to 
all of his friends. 

As I had known Mr. Biggers 
for many years—we were school- 
boys together, then business asso- 
ciates in the Simmons Hardware 
Company, and had been more or 
less in touch all the years since— 
HARDWARE AGE has asked me to 
write this article in memoriam. 

Both Will Biggers and myself 
attended the Central High School 
in St. Louis. I left school and 
immediately went to work for the 
Simmons Hardware Company. A 
year or two later Will also left 
school and joined me in working 
for the same company. I worked 
in stock, and from stock went on 
the road as a salesman. Will took 
a job in the office, and when I 
came back to the office after a 
number of years on the road, he 
had had general office experience, 
had worked in the claim depart- 
ment, handled mail orders, and 
even had done billing. In those 
days, in order to save time, sales- 
men sent in orders in original and 
duplicate. The original order was 
immediately sent to the stock de- 
partment to be filled. The dupli- 
cate was studied by examiners for 
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W. D. BIGGERS 


By SAUNDERS NORVELL 


errors in price. When something 
out of line was discovered on the 
duplicate, the original was brought 
down from stock and a compari- 
son was made. Letters were writ- 
ten to the salesmen about prices 
and other matters from these du- 
plicates. Naturally it took a man 
well posted on prices and many 
other matters concerning the busi- 
ness to study these orders and dis- 
cover errors and inaccuracies. It 
took a man who carried this in- 
formation largely in his head. 
Will Biggers was one of the best- 
posted hardware clerks and fast- 
est workers I ever knew. He had 
learned the hardware business in 
the old hard school and he was 
thorough in his knowledge. 

I sometimes think that young 
men are not as well trained in 
these days as they were then. 
Probably those who should do the 
training today haven't enough 
time because of all of our modern 
diversions, or possibly those who 
take the training do not concen- 
trate by reason of all these diver- 
sions. As I remember it, in those 
days we did not have much to 
think about except our work. 
Therefore we gave our duties an 
unusual amount of time and at- 
tention. Then no one had ever 








thought of the thirty or forty hour 
working week. Regular vacations 
were unknown. We usually only 
had a vacation when we were hurt 
or taken ill. We worked from 
seven fifteen in the morning until 
six o'clock at night. On Satur- 
days we closed at five. During 
the busy season, spring and fall, 
just to keep our hands in, we 
worked until eleven o’clock three 
nights each week. We received in 
compensation for this extra work 
fifty cents for supper money. 
When I think of our training I 
am reminded of what Mark Twain 
wrote about his training as a pilot 
on the Mississippi River. (By the 
way, next year will be the cente- 
nary of Mark Twain.) When the 
captain of the steamer took Mark 
Twain in the pilot house where 
Pilot Bixby sat smoking his pipe, 
he said: “Mr. Bixby, I leave this 
young man in your hands to be 
trained as a Mississippi River 
pilot.” Bixby looked at him 
sharply and said: “Young man, I 
ain’t going to ‘teach’ you to be a 
pilot. I am going to ‘larn’ you to 
be one. You have got to ‘larn’ 
this here old river from Minne- 
apolis to New Orleans by day, 
and then you have got to ‘larn’ 
her by night. You have to ‘larn’ 
her going upstream and down- 
stream. You have to ‘larn’ her 
when the water is high and when 
it is low and there are plenty of 
sandbanks.” So Bixby “learned” 
Mark Twain the Mississippi River, 
and that is just the way Will Big- 
gers “learned” the hardware busi- 
ness in those early days. He 
didn’t have to look up prices, he 
didn’t have to guess; he knew, 
and he carried the information 
around with him in his head. 
When I came off the road and 
was put in charge of the salesmen 
at Simmons, it occurred to me 
that what was needed most was 
the development of the mail order 
department. I talked it over with 
Mr. Simmons and he agreed that 
someone else could handle the 
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YEARS 
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> Still in use”’ 
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ERE’S a typical example of 

the service Goodyear Lawn 
and Garden Hose gives your 
customers. 


Six years ago an eastern golf 
club purchased several 100-foot 
lengths of Goodyear Emerald 
Cord Hose. It was still in use, at 
last report: 


“The hot sun has not bleached the 
green cover, 
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CURE Ges 4¢: 





norhas drag- 

SELL AN ging around 
EXTRA LENGTH worn off the 
FOR ribs. It still 
HOME FirE | /oeks very 
PROTECTION | 220% Pre- 
vious hose 











averaged two or three seasons!” 


That’s the kind of wear people 
don’t forget — and talk about to 
friends and neighbors. It creates 
new business for you. 


There is a grade of Goodyear Hose 
for every purse: Emerald Cord, 
the finest hose made. Supertwist 
Cord, Wingfoot, Glide and Path- 
finder—all made with Cotton Cord 
Carcass* that insures longer life. 





Feature them all. 
Goodyear national 


Goodyear also manu- 


advertising is creat- 
ing a big demand 
right now — helping 
you make bigger 
hosesalesand profits. 








factures a complete and 
world-famous line of 
Transmission Belting, 
Farm Belting, Suction 
Hose, Water Hose, Steam 
Hose, Asbestos and Red 
Sheet Packing, Force 
Cups, ete. Write for 
price list to Goodyear, 
Akron, Ohio, or Los 
Angeles, California 
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GOODYEAR TIRES 




















salesmen and he would give me a 
free hand to build up mail orders 
and to develop business with the 
trade by correspondence. It was 
not only to be a mail order depart- 
ment but a trade developing de- 
partment searching for good ac- 
counts in our territory that we 
did not already sell, and also 
looking for accounts that for one 
reason or another had quit buying 
from us. I was put to work in 
the national field to do what I had 
been doing in a local way in Den- 
ver, Colorado. The first request I 
made of Mr. Simmons was to give 
me Will Biggers as my first assis- 
tant. I knew Will and knew his 
value. I not only knew about his 
knowledge of the hardware busi- 
ness, but I also knew how thor- 
ough he was. He never skimped a 
job. He never said, “I forgot.” 
Not only that, but he was a young 
fellow of real character. He told 
the truth. He never dodged an 
issue. He was accurate about 
everything. Now it is the will of 
Providence that he should go first 
and it is my job to write and tell 
the hardware trade about him. 

In the old days Eddie Kemp, a 
handsome young man with a 
charming personality, was presi- 
dent of the Wabash Screen Door 
Company. Eddie Kemp came to 
St. Louis regularly to sell us 
screen doors, window screens and 
“sich.” In those days we started 
making up collective cars to be 
shipped to various centers and dis- 
tributed. Eddie was a great sales- 
man. He could make a lot of 
friends. But he never shipped his 
collective cars on time. When the 
season would be early and the 
flies came thick and fast, we would 
receive letters that were not very 
polite from our customers, de- 
manding their screens and screen 
doors. Then when smiling Eddie 
would drop in, I would jump on 
him about these delayed ship- 
ments. I remember telling Eddie 
that as a salesman he was a great 
success. In fact, he oversold. He 
might have known that all the 
jobbers would want their screen 
goods at the same time. The 
whole trouble with Eddie was that 
he didn’t make enough doors and 
screens in advance. He didn’t 
have the capital. Every year it 
was the same thing over and over 
again. 
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But Eddie had his eye on Will 
Biggers. The knowledge of good 
men cannot be suppressed even in 
the best regulated businesses. 
There were a lot of screen fac- 
tories at that time. I will not at- 
tempt to give all their names. But 
if my memory fails me not they 
all got together and said: “What’s 
the use? Why always compete 
with each other making this stuff? 
Why not get together, form a new 
concern, reduce costs and make a 
profit?” All this seemed so per- 
fectly reasonable and logical that 
they did it. I have never under- 
stood, myself, why people prefer 
fighting to cooperating. Cooper- 
ation certainly is more profitable. 
So back in those early days the 
Continental Screen Company was 
formed, and after a little while 
our old friend, Will Biggers, be- 


ETE REE TTI 
WILLIAM DAVID BIGGERS 


William David Biggers was 
born in St. Louis, Mo., July 1, 
1864. On October 6th, 1887, he 
was married to Emma M. Fisse, 
daughter of Judge John H. 
Fisse, of St. Louis. To this union 
were born three sons, John David 
Biggers, William Edmund Big- 
gers and Robert Lowry Biggers. 
There are nine grandchildren. 

Mr. Biggers was educated in 
the St. Louis public schools and 
Central High School, and entered 
the hardware business March 1, 
1883, served as stock clerk, 
manager of wholesale city de- 
parcment and was department 
buyer with Simmons Hardware 
Co., St. Louis, for twenty years. 
He was secretary and general 
manager for Walter A. Zelnecker 
Supply Co., St. Louis, for three 
years, and became secretary and 
general manager of Continental 
Screen Co., Detroit, August, 
1906, a position he held until his 
death, April 18, 1935. 

Other positions held by W. D. 
Biggers were: 

Former Director Detroit Board 
of Commerce. 

Past President American Hard- 
ware Manufacturers Association. 

Past Vice-President Interna- 
tional Rotary. 

Past President Detroit Rotary 
Club. 

Member — Detroit Athletic 
Club, Detroit Golf Club, Detroit 
Rotary Club, Detroit Board of 
Commerce, Automobile Club of 
Michigan, Detroit Y. M. C. A., 
Detroit Association of Credit 
Men, U. S. Chamber of Com- 
merce. 

Member—Third Church of 
Christ, Scientist, Detroit. 

EINER RE TT 


came secretary and general man- 
ager. I don’t know the name of a 
single other officer of the Conti- 
nental Screen Company. I sup- 
pose they did have other officers, 
but if they did they were wise 
enough to keep their names off 
the letterhead and their pictures 
out of the newspapers. In doing 
business with the Continental 
Company, the hardware trade 
never knew anybody but Will Big- 
gers. He was the whole show, but 
he never got bigheaded about it. 
As he grew older he was still 
modest, quiet and thorough in his 
work. I remember I gave him 
some advice when he started. I 
said: “Will, for the love of Pete, 
when you get orders, ship them 
on time. Don’t give the flies a 
chance.” Will followed my ad- 
vice. His shipments were prompt, 
and happiness reigned in the 
screen door industry and the hard- 
ware trade. 

Well, well, how clearly I re- 
member those screen doors. There 
was the common green variety, 
the staple screen door of com- 
merce. In bad years these doors 
sold as low as $6.50 a dozen. In 
after years they rose to $7.50 per 
dozen. Just what they are today 
I do not know. We did not try 
very hard to sell these green 
doors. The profit was only about 
fifty cents per dozen. But there 
were other screen doors. Shades 
of Michael Angelo and Raphael— 
there were other doors. These 
doors were works of art. They 
were the product of the jigsaw. 
They had jigsaw scrolls and 
wooden balls all over them. They 
were made in different colors and 
were made to fit any variety of 
house. As I have remarked be- 
fore, “A thing of beauty is a joy 
forever,” and I shall never forget 
when, as a salesman, after having 
sold some of the staple green 
doors, I would try my oratory on 
the customer about the fancy va- 
riety, selling at from $24 to $36 
a dozen. Years afterward from 
train windows as I traveled hither 
and thither in the West, I saw 
these artistic doors on the West- 
ern homes. A man with a door 
like that in front of his home was 
marked as a plutocrat in those 
days. 

When I met Will at conventions 

(Continued on page 106) 
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- HIS is your customer’s first thought when he sees the large pack- 
ages of Tamms Household painting items displayed on your 
counter. And this big value for only 10c will make these items the 


fastest moving line in your store. 


Items that your customers con- 


stantly need—packed in attractive selling display boxes—priced at 


only 10c—items that sell on sight. 


All this means faster turnover 


and bigger profits for you. Here is the line that will be your biggest 


seller this season. 


BRUSH CLEANER 


Thoroughly cleans and removes 
hardened paint from brushes and 
makes them good as new. It has 
graduated strength to meet indi- 
vidual conditions. Packed in 4 oz. 
packages, sufficient for cleaning 
several brushes. 


PYRAMID CRACK FILLER 


Also known as water putty. Per- 
manently fills cracks and holes in 
wood, plaster, metal or stone. 
Mends furniture and toys. Mixes 
only with water—non-inflammable. 
Has hundreds of uses in homes. 
Packed in 8 oz. packages. 


SILCO METAL POLISH 


An item used constantly by house- 
keepers. Cleans and polishes gold, 
silver, nickel, chrome, pewter, etc., 
without scratching or defacing sur- 
face. Quick and effective in re- 
moving tarnish or stain. Packed 
in 4 oz. packages. 


R. C. B. FLOOR CLEANER 


Removes, cleans, bleaches. . In 
strong solution removes shellac, 
varnish, etc., leaving a smooth, 
bleached surface. _Weak solution 
gives a general paint cleaner for 
woodwork, inlaid linoleum, tile, 
etc. Packed in 4 oz. packages. 


TAMCO Water-proof GLUE 
A dry powder that mixes with 
water and gives a water-proof glue 
that is extra strong. Will hold 
wood, glass, china, metal and cloth. 
Has unlimited uses. Packed in 2 
oz. packages. 


OFF WAX (Wax Remover) 
Mixes with water only and gives a 
solution that will thoroughly re- 
move wax from wood, rubber tile 
or linoleum floors, leaving them 
clean and ready for rewaxing. 
Packed in 4 oz. packages. 


TAMMS SILICA COMPANY 


165 W. WACKER DRIVE, 


CHICAGO, ILL 
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Wholesalers Want Action! 


Endorse 


Ammunition 


THE Onty THinc To Do 


Watertown, N. Y.-—It would 
seem as though something should be 
worked out to put the sale of am- 
munition and wire cloth which you 
refer to in your editorial, on a more 
satisfactory basis than at the present 
time, and the only thing we can 
think of is along the lines of the 
suggestion in your editorial. 

It would be our opinion if the 
National and Southern Wholesale 
Hardware Associations together with 
the National Retail Dealers’ Associa- 
tion could work together on some 
definite plan that there is no ques- 
tion but what a change in this con- 
dition could be brought about. 

H. J. Yopoer, Vice-Pres. 
W.W. Conde Hardware Co. 


HEARTILY IN FAvVor 


York, Pa.—I appreciate very 
much your article of Feb. 14 on the 
ammunition situation. 

As a boy attending the National 
Wholesale Hardware Association 
meetings, and yearly since that time, 
there has always been some discus- 
sion on the futility of selling this 
seasonable item at cut prices. 

I agree with you that, if, through 
the Wholesale Hardware Associa- 
tions, it were possible to get the 
manufacturers to support a definite 
plan for the distribution of all am- 
munition, licensing or pledging their 
distributors, it would be a splendid 
thing for everyone connected with 
this commodity. I don’t see why it 


can not be done, and we are heartily 
in favor of trying it. 
GeEorcE SMALL, Pres. 

P. A. & S. Small Co., Inc. 





APPRECIATION 


Hartrorp, Conn.—In reference 
to ammunition and wire cloth—we 
have gone into this matter very care- 
fully, and it occurs to us that if the 
jobber will continue to hound his 
source of supply, it is only a ques- 
tion of time when some of these 
things will be adjusted. 

We are continually hounding our 
source of supply on this material 
and feel sure that it is carrying 
weight as we understand that there 
is something in the works now that 
will eliminate some of these dif- 
ferences. 

We are always willing to cooper- 
ate with you, and appreciate you 
bringing these matters to our atten- 
tion at various times. 

Wituram F. SecutMan, Pres., 

Sechtman Hardware Co. 
Very Mucu APPRECIATED 


St. Louis, Mo.—Your Harpware 
Ace editorial on Ammunition and 





Wholesale hardware executives pledge support to program 
recommended in HARDWARE AGE editorial in the Feb- 


ruary 14, 1935, issue and favor immediate action on plan. 


66 





Wire Cloth is appreciated very 
much. 

The situation is coming to a point 
where the jobbers do not feel safe 
in taking on a line of merchandise 
such as you mention—ammunition 
and wire cloth and possibly some 
other lines, because the factories, 
mail order houses and chain stores 
seem to have put these goods in the 
football class and when you get 
through with them, there is no profit 
left and possibly shows you a loss. 

The jobber invests his money in 
this merchandise today and takes 
chances on the small margin of 
profit even though it was handled 
right—when he gets through with 
it he often wonders if it hadn’t cost 
him money, which the manufac- 
turers either cannot control or do 
not want to do so on so many of 
these lines to keep them in the 
legitimate channels. 

I personally feel unless some cor- 
rections are made along these lines 
and get it back in the strict jobbing 
channels that the commodity will be 
ruined and the time will come when 
it will be necessary for the jobber 
to throw these lines out and forget 
about them and possibly look for 
some other commodities to replace 
them in his immense assortment of 
merchandise. 

I certainly appreciate what the 
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TURN PASSERS-BY INTO 


PROrnrABiLs CUSTOMERS WITH 








BEFORE: This is how the W. C. Fleck & Bro. Hard- 
ware Store in Jenkintown, Pa., looked before being 
remodeled with a new Pittco Store Front. This pic- 
ture was taken in 1910... shows a typical store front 





GOOD-LOOKING, modern Pittco Store Front catches the eye 
of potential customers immediately, invites them into your 
hardware store, says to them, in effect, “Here is a progressive mer- 


of that day . . . and, unfortunately, a type of store chant ... a good store to patronize.” 


front still typical of many stores today! 
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AFTER: And here is the same hardware store today, completely transformed by the instal- 
lation of a new Pittco Store Front. The president of the firm states: “‘ After two month’s opera- 
tion in our new quarters, we have increased the number of our employees, and our business 


has increased to the extent of better than 53%’. 





Carrara Structural 
Glass 


PITTCO Qn 


TORE FRONTS pom 
Pittco Store Front a sana fA Polished Plate 


Metal Glass 
Pittsburgh Mirrors P | T T S B U RG H Tapestry Glass 
PLATE GLASS COMPANY 
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This business-drawing, profit-increas- 
ing power of Pittco Store Fronts is not 
theory, but solid fact, proved time and 
again in actual test. And what could 
be more satisfactory, financially, than 
remodeling your hardware store with a 
Pittco Store Front which usually pays 
for itself in a short time by the in- 
creased profits it brings you? 

You need complete information on 
Pittco Store Fronts. Clip the coupon 
below for a free copy of our book “How 
Modern Store Fronts Work Profit 
Magic”. It gives you all the facts, 
contains numerous photographs of 
Pittco-remodeled stores of many types 
and sizes, furnishes construction costs 
for fronts pictured, and indicates 
resulting business increases. 


It Pays To 
**Modernize Main Street’’ 
with a Pittco Store Front 
The National Housing Act was 

passed to assist you in remodeling 
your store. This Act supplies funds for 
store improvements, requiring — 
your promissory note as collateral. 
recommend that you retain a ee 
architect to design an attractive front 
for your hardware store, and, if neces- 
sary, apply for NHA funds to finance 
it. Our representative will gladly help 
you negotiate the loan. 


Pittsburgh Plate Glass Company, 
2395 Grant Building, 
Pittsburgh, Pa. 


Please send me, without obligation, your new 











book entitled “How Modern Store Fronts Work 
Profit Magic’’. 
. 
Name 
Street. 
City State.. 
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Harpware AGE is endeavoring to do 
to keep all commodities in their 
proper channels, but it seems as 
though some of the manufacturers 
are inclined to do otherwise. 


R. J. Licxiss, Sales Manager, 
Geller Ward & Hasner Hardware Co. 


Too Mucu CoMPLAINING 


Lyncusurc, Va.—I am, of course, 
in sympathy with the suggestion 
made in Feb. 14 issue about ammu- 
nition and wire cloth. 

I note, however, that you put great 
stress on the ammunition proposi- 
tion, when as a matter of fact, for 
many, many years we have always 
had much more difficulty with wire 
cloth than we had with ammunition. 
I find, however, in the last 2 or 3 
weeks that the ammunition situation 
has gotten in bad shape, but it is 
still not as unattractive to us as wire 
cloth. 

I am calling your attention to 
this, for as stated above, every year 
in the last dozen has been more un- 
satisfactory on wire cloth. In the 
same period of time, 3 or 4 of the 
years have been pretty good on 
ammunition. Both of these lines, 
however, need some attention from 
the jobbers, but we spend so much 
time in complaining about things 
of this sort, that we are not in- 
clined to say much more to the 
manufacturers, unless we can go 
about it a little differently than we 
have in the past. Why there is so 
much trouble about these lines, we 
have never known. We as jobbers, 
of course, think the manufacturers 
are at fault, but at times we see con- 
ditions that indicate the jobbers do 
not always do their part. 


Epw. E. Yoper, President, 
Barker-Jennings Hardware Corp. 


SENSIBLE PLAN 


ALEXANDRIA, La.—Your editorial 
“Ammunition and Wire Cloth” in 
Feb. 14 issue of Harpware AcE, I 
believe, suggests a sensible plan for 
organized effort to prevent two 
volume lines from passing out of the 
picture so far as the hardware job- 
ber is concerned. It will, doubtless, 
attract the attention it deserves and 
it is to be hoped that the cause, 
whatever it may be, of the present 
regrettable situation can be removed 
and these two important lines be 
again placed on, at least, a reason- 
ably profitable basis. 

Naturally, the hardware jobber 
does not relish the idea of having to 
discontinue the handling of ammuni- 
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tion and wire cloth but there seems 
to be, at present, a definite trend in 
that direction. 

Time is short and whatever is 
done must be done quickly. 


F. C. BarKSDALE, 
Brown-Roberts Hdwe. & 
Supply Co., Ltd. 


APPROPRIATE 


Camprince, Mp.—yYour editorial 
covering the subject “Ammunition 
and Wire Cloth” is a very timely 
and appropriate one covering these 
very important commodities. We 
can see no reason why during times 
such as these that prices on “Am- 
munition and Wire Cloth” with their 
kindred lines cannot be placed in 
the hands of the ultimate consumer 
without the loss of profit to all those 
concerned and interested in the pro- 
cess of distribution. 

While the hardware jobbers are 
looked upon to handle these items 
they should not do so at a loss. 
Volume without profit means little 
and we are considering very seri- 
ously ceasing to handle items of this 
kind, when the manufacturers them- 
selves are, to a great degree, respon- 
sible for the vanishing margin of 
profit. 


Hopart Puituirs, Vice-President, 
The Herbert Hearn Hardware Co. 


In Favor 


LeBanon, Pa.—We are, of course, 
in favor of your editorial suggestion 
in regard to ammunition and wire 
cloth. 

However, the chaotic conditions 
prevalent today in both the ammuni- 
tion and wire cloth markets are 
primarily the fault of the jobbers 
and not of the manufacturers. The 
manufacturers have been guilty of 
plenty of sins in the past but when 
we jobbers go to them for a correc- 
tion of evil conditions, they very 
properly call our attention to the 
fact that every time the manufac- 
turers agree upon a set-up which 
gives the jobber a satisfactory mar- 
gin, some jobber proceeds to upset 
the apple cart. 

This year we have the spectacle 
of one prominent Eastern jobber 
offering loaded shells of all makes 
to the trade in even small two or 
three case lots at a discount of 
25-5-5 per cent delivered to destina- 
tion. 

It was inconceivable to us that 
any jobber would give two five per 
cents and delivery cost out of a 
20 per cent margin of profit and we 


were convinced that this particular 
jobber at least had been given a 
longer discount or else had been 
given confidential information of an 
impending decline in the price. 

However, we have been assured in 
such a manner and by individuals 
whom we cannot disbelieve that this 
jobber and no other jobbers have 
been given a longer discount on 
loaded shells than 25 and 20 per 
cent. 

As far as wire cloth is concerned, 
another well-known Eastern jobber, 
gambling on the possibility of price 
concessions or a decline in the mar- 
ket, proceeded to offer wire cloth 
at a discount of 15 per cent, prompt- 
ly throwing the entire market into 
a chaotic condition. In this case, 
the manufacturers themselves be- 
came frightened, new discounts and 
concessions began to appear and 
the writer does not believe that one 
jobber in a hundred knows today 
what the best discount is on wire 
cloth. 

As to ammunition, we are assured 
that there will be no further price 
declines and that no jobber will be 
given any further concessions. The 
ammunition manufacturers at least 
did not allow themselves to be 
stampeded by a price-cutter. 

It seems to me that what the 
average jobber wants from manu- 
facturers in such limited fields as 
ammunition and wire cloth is not 
only a price set-up allowing both 
wholesaler and retailer a reasonable 
margin of profit but also a price 
set-up which all manufacturers will 
agree to make stable. If a jobber 
proceeds to cut prices, every manu- 
facturer should agree to refuse to 
ship that jobber any merchandise no 
matter who he is or how large he 
may be. Until the manufacturers 
will go to that length, it is impos- 
sible for either the manufacturers or 
the jobbers themselves to prevent 
one or two bad boys from frustrat- 
ing all attempts to establish a well 
organized and stable market. 

Please pardon this lengthy letter 
but the writer feels very strongly 
upon this subject and believes that 
it is vital to every wholesaler and 
retailer who desires to stay in busi- 
ness for any length of time. 
MaxweELt Krause, Vice-President, 

Geo. Krause Hardware Co. 


AGREES 
Tampa, FLta.—We agree with you 
in toto on the editorial Feb. 14, on 
ammunition and wire cloth. 
F. M. Cooper, Vice-President, 
Knight & Wall Co. 
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DIE CASTINGS 





SALES 


Many lines of hardware— builders’, cabinet, 
plumbing and stove hardware—are being die 
cast of ZINC Alloys. So are the handles, bases 
and housings of many other items sold in the 
average hardware store—and they sell! 

For hardware items made of ZINC Alloy 
Die Castings have excellent appearance, yet are 
frequently in the low and medium price fields. 
ZINC Alloy Die Castings are exceptionally 
strong and their surfaces, as cast, are much 
cleaner than parts manufactured by any other 
method at a comparative cost... furthermore, 
the white base metal of the same color as 
nickel or chrome does not disclose an unsightly 
base of contrasting color when the plated sur- 
faces wear. These are sales advantages the hard- 
ware dealer cannot ignore. 


ADVANTAGES 


Why not ask salesmen about their die cast 
items or write this Company fora representative 
list of hardware manufacturers offering you 
these advantages ? 

Die cast hardware in the illustration: 

Builders’, Plumbers’,and Cabinet Hardware 
Vacuum Sweeper, Electric Fan and Clock 
Stove Hardware and Trim 
Refrigerator Hardware Coffee Making Machine 
Food Mixers, Fruit Juicer and Ice Crusher 





HORSE HEAD SPECIAL ZINC 
(99.99+% Uniform Quality ) 


THE NEW JERSEY ZINC COMPANY 


160 FRONT STREET 


MAY 9, 1935 


NEW YORK CITY 
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HARDWARE CURIOSITIES 


By ROBERT PILGRIM 




















A “VACUUM CLEANER FOR CURRYING 


MANUFACTURING COMPANY IN 1906/4 THE 
FORERUNNER OF THE PRESENT HAMILTON 
BEACH VACUUM CLEANER , THE EARLY 











HORSES WAS MADE BY THE HAMILTON BEACH 


APPLIANCE WAS THE FIRST REAL ELECTRIC 
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THE FIRST 
COMMERCIALLY 
MADE BASKETBALL 
"BASKETS " USED 
IN 1893, WERE 
MADE OF WROUGHT 
/RON AND HEAVY 
WIRE . YOU HAD 
70 PULL A 
STRING TO RELEASE 
THE BALL FROM 
THE WIRE AFTER 
A GOAL HAD 
BEEN 
MADE 
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THE FIRST SHIPS AROUND THE WORLD CARRIED 
COMPLETE HARDWARE STORES! MAGELLANS FIVE SHIPS 
EACH CARRIED FISH HOOKS AND KNIVES, CRYSTALS 
AND BRASS BRACELETS, 20,000 BELLS, 2,240 LBS. 
OF QUICKSILVER , 500 LOS OF CRYSTAL AND LOOKING- 
GLASSES FOR WOMEN, GREAT AND FAYRE = FOR 
BARTER WITH THE NATIVES OF LANDS TOUCHED 
IN THE GLOBE-GIROLING VOYAGE 














A FLASHLIGHT FIGURES , 
\N THE RELEASING OF A NEW ‘DEATH RAY. 
VERY SHORT ULTRA VIOLET RAYS FLARE UP 
WHEN A FLASHLIGHT |S PLAYED UPON SALT 
PREVIOUSLY EXPOSED TO X-RANS. (EMS 
ARE MOT DANGEROUS TO HUMANS —7HEY GET 
THEIR MAME BECAUSE THEY ARE SURE DEATH 
70 BACTERIA 
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METAL COUNTER 
DISPLAY 
BUILDS SALES 


— 


HERE IS HOW TO GET IT.. 


_ sales-building display is built of metal. It 
is designed for the counter of your Tool De- 
partment. It contains three each of the four 
fastest selling sizes of Aloxite Brand Wheels for 
shop, garage, and home workshop use. The wheels 
are mounted on pegs and carry a proper assort- 


ment of bushings for each size of wheel. The 


THE 


CARBORUNDUM 


U.S. PAT. OFF, 


COMPANY 
Niagara Falls, N. Y. 


Canadian Carborundum Co., Ltd., Niagara Falls, Canada. Sales 
Offices and Warehouses in New York, Chicago, Boston, Phila- 
delphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Grand Rapids; 
Toronto, Canada. (Carborundum and Aloxite are registered trade- 
marks of The Carborundum Company.) 


MAY 9, 1935 
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Seer 


counter display can be refilled with 





wheels as needed. 

This modest assortment of wheels, 

displayed on your counter, will 
prove how quickly you can move these items. 
Sell from the display—re-order wheels to fill 
display from your jobber. 
It is FREE with the purchase of the dozen wheels 
shown above. Mail coupon for complete details of 
this offer, and larger assortments and displays for 
both Carborundum and Aloxite Brand Wheels. 


MAIL COUPON TODAY 


THE CARBORUNDUM COMPANY 
Dept. 5-A, Niagara Falls, N. Y. 


Please send information regarding Wheel Assortment and 


Display No. 2018, also details of larger assortment. 


Name 
Street 


City State 
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ADVANCES BECOMING EFFECTIVE 


Leather 
Enameled Ware 


Prepared Strip Shingles 


DECLINES BECOMING EFFECTIVE 


Binder Twine 


Trace Chains 
Cap and Set Screws 


ADVANCES BEING ANTICIPATED 


Furniture 


Varnish 
Horse Hair, Bristle-in Wire 
and Fibre Brushes 


The trend of price changes 
affecting hardware stocks is much 
mixed. In general, where manufac- 
turers can cooperate, their desire 
and trend is toward advances— 
while other lines, equally needing 
price recovery, are declining be- 
cause of price-wars which develop 
from supposedly private and limited 
concessions, at first offered only to 
preferred buyers. Hardly a manu- 
facturer will confess that his costs 
are lowering at all—while the con- 
trary comment is almost universal. 


*% * * 


The excitement in silver mar- 
kets has continued unabated. Presi- 
dent Roosevelt in a proclamation is- 
sued April 24 raised the mint price 
for domestic newly mined silver to 
77.57 cents an ounce, from the 71.11 
cents basis recently set. Speculative 
market sales reached 81 cents the 
next day (the highest mark since 
1920) but have reacted to around 
the Government price. Some manu- 
facturers of silverware have made 
partial advances, with others, in- 
cluding makers of nationally adver- 
tised brands, said to be due to fol- 
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Lead Products 
Window Glass 
India and Jute Wrapping Twines 
Sterling and Silver Plated Wares 


May 
9th 
1935 


low as soon as reserve stocks of the 
metal are exhausted. 

Increases of ten to fifteen per cent 
in sterling wares and of about ten 
per cent in competitive plated flat 
ware and hotel ware have already 
reached the jobbers., Prices on all 
lines not yet definitely raised have 
been withdrawn, pending the figur- 
ing of new schedules. 


* %*+ 


Manufacturers of leather 
products express some concern 
about the advance in leather prices 
which has followed the recent two 
cent per pound rise in hides. On 
the heavier leathers, of which there 
is a scarcity, the advance has been 
two to four cents per pound, or 
about 14 per cent on sole leather. 
New hide supplies are running far 
below normal, due to the Govern- 
ment kill of drought cattle last year. 
It will take two to three years to 
replace these cattle on the farms, 
and during that time higher prices 
are in prospect on heavy leathers. 
The Government is still holding a 
large quantity of hides, but it is con- 
sidered doubtful if these will ever 


Business? 


seriously affect the market for heavy 
leather. Their quality is such that 
they can probably be used only for 
cheap gloves, or shoe tops, or for 
other low-priced products. 


* 2 @ 


Leading producers of lead 
products and oxides have notified 
the trade of an advance of one quar- 
ter cent per pound, effective April 
22. Mill quotations on lead sheets 
are about 3 per cent higher, and on 
lead pipe about 5 per cent. The 
new card on lead oxides quotes 
litharge at 6.25 cents, and dry red 
lead at 7.25 cents f.o.b. shipping 
point, freight allowed. 


* %*+ * 


An increase in varnish prices 
is felt to be almost unavoidable, in 
view of the advances in China wood 
oil. Jobbers are looking for official 
announcement at any time. 


ee #2 # 


Higher prices for furniture 
were forecast by manufacturers and 
retailers who attended the recent ad- 
vertising conference held at New 
York by the National Retail Fur- 
niture Association. Retailers took 
the position that sharp consumer re- 
sistance will develop if the advances 
exceed 10 per cent. Manufacturers 
insist that price increases of 15 per 
cent or more on case goods (bed- 
room and dining-room furniture) 
and 12 to 15 per cent on upholster- 
ed suites are justified under present- 
day costs, but are planning to hold 
the advances within the 10 per cent 
limit. 

Reasons given for higher prices 
include NRA regulations, increased 
costs for lumber, varnish and uphol- 
stery fabrics, advances of 25 per 
cent or more in furniture hardware 
quotations and rises of 10 to 20 per 
cent in mirror prices. 


= 2&2 © 


Trace chain prices were re- 
duced about eight per cent on April 
18, following some preceding irreg- 
ularities. Not all makers were in 
sympathy with the decline, but felt 
obliged to protect their market 
against more or less prevalent con- 
cessions. Twist coil chain prices 
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MID-STATES ORNAMENTAL FABRICS 
are made in six styles and are sold either in rolls 
or with posts, rails and fittings complete. We also 
" 7 **“GALVANNEALED WIRE” 
manufacture ornamental gates, trellis wire and is produced under license ar- 
n ith the K 
flower bed border. Write for new catalog today. pie pagename gaa 
The Mid-States Steel & Wire Company can supply field fence, poultry fence, barb wire, all-steel gates, wood and steel gates, steel posts, 
lawn fence, fence stretchers, nails, staples, bale ties, plain and manufacturer’s wire and sheet metal products. Write for our general catalog. 
s 
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are quite likely to be affected by 
the drop on traces. 
* * * 


Makers of flint paper and 
emery cloth have recently revised 
their price lists to the wholesale 
trade, to meet some concessions of- 
fered by “short line” makers. No 
official decline has been made in the 
discounts to retailers, as a number 
of jobbers had already been sharing 
available concessions with their re- 
tail customers. 

* * * 

On enameled ware, one of the 
larger manufacturers has advanced 
his standard lines of white, ivory 
and gray wares an average of 13 
per cent. High grade chromium 
covered articles, refrigerator equip- 
ment and canners are not yet af- 
fected. Combinets, a volume item, 
have been marked up about five per 
cent. 

* * * 

The manufacturers’ advance 
on window-glass, which had_ been 
confidently expected, materialized 
on April 20—a mark-up of about 
121% per cent, following the increase 
put into effect during December. 
Distributors have been for some 
weeks “hedging” against this ex- 
pected rise, and it may be some time 
before the manufacturers will ex- 
perience its full benefit. 

* * * 

On binder twine, the new 
1935 prices have been announced at 
a basis % cent per pound under 
last year’s. Standard sisal twine, 
500 feet to the pound, is quoted to 
the trade, per bale of about 50 
pounds, as follows, f.o.b. base manu- 
facturing points: 

Per Bale 

Less than 200 bales..... 3.62% 

200 to 399 bales..... 3.5614 

100 bales or over..... 3.50 
Terms, net October 1, less 5 per 
cent for payment on July 1, or 5 per 
cent cash 10 days on later ship- 
ments. Some concessions are ob- 
tainable on imported (usually Mex- 
ican) twines, several of which are 
available, but in qualities not gen- 
erally considered equal to the best 
domestic standards. 


* * *% 


Another advance of one-half 
cent per pound on fine India and 
on jute wrapping twines was an- 
nounced late last month, following 
a similar mark-up about 30 days 
previously. 

* * 

Retail prices on automobile 
tires are straightening out in some 
of the markets where the worst local 
price- wars have been prevalent. 
Prices on crude rubber have been 
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holding steady. The U. S. Depart- 
ment of Commerce reports increases 
in both the quantity and value of 
rubber imported during the first 
quarter this year as compared with 
the corresponding quarter of 1934. 
Imports the first three months this 
year were 302,416,390 pounds, 
valued at $35,766,522, against 283.- 
609,052 pounds, valued at $20,130,- 
802, in the same period last year. 
The increase of 77.7 per cent in 
value, against 6.6 per cent in quan- 
tity, reflects the price rise during 
the year, in crude rubber, from 7.10 
cents per pound to 11.83 cents. 


* * * 


Recent market news in the 
prepared roofing and shingle indus- 
try includes an advance of 25 cents 
per square on strip shingles in the 
standard “straight” colors, with no 
change on “blended” colors. Also 
the announcement by some makers 
of two light weights in a new com- 
petitive roofing, 35 pounds and 45 
pounds, per square, priced in car- 
loads at about 20 cents per square 
below former similar grades. This 
is evidently an effort to provide 
wholesalers and independent retail- 
ers with a grade which can be used 
in meeting mail-order roofing of- 


fers. 
* * ¥& 


Due to the rise in silver ex- 
change, early price advances are ex- 
pected on horse hair and _ bristle 
twisted-in wire brushes, floor 
sweeps, etc. Jobbers feel that in- 
creases are also almost certain to 
follow, about July 1, on fibre 
brushes such as white tampico, palm- 
etto and palmyra—the materials for 
all of which are imported. 


* * % 4 


Reduced prices, effective 
{pril 24, have been announced by 
manufacturers of cap and set screws 
-about 16 2/3 per cent on the 
hexagon head and flat head cap 
screws, and about 11 per cent on 
the cup point set screws. Terms and 
freight allowances remain un- 
changed. 
* & * 


Freight traffic during the 
April 20 week rose much more than 
seasonably over the preceding week 
to 610,905 cars. The largest gain 
was in miscellaneous freight, which 
may be attributed to heavier ship- 
ments before the higher freight rates 
went into effect on the 18th. The 
total for the week was 23,220 cars 
above the preceding week, 19,200 
higher than the same week a year 
ago, and 114,393 cars more than in 


1933. Car loadings from the begin- 
ning of the year to April 20 to- 
taled 9,254,898 cars, compared with 
9,295,924 in the corresponding pe- 
riod of last year, and 7,736,050 
in 1933. 


+ ££ 


The Code Authority for the 
cut tack, wire tack and small staple 
manufacturing industry was recent- 
ly granted approval by the National 
Industrial Recovery Board of its 
application to suspend the. operation 
of Article VII of the code, providing 
for price filing, until June 16, 1935. 
Despite recent efforts to stabilize 
prices on these lines, conipetition 
has been very severe. 

* * * 


Daniel Woodhead Co., 15 N. 
Jefferson St., Chicago, under date of 
April 25 issued new and revised 
price sheets on the company’s line 
of electrical sundries. 


* * * 


The Wooster Brush Co., 
Wooster, Ohio, reports a very sub- 
stantial increase in sales during the 
first quarter of the current year as 
compared with the corresponding 
period of last year. Sales for the 
month of March reflected more than 
a 50 per cent increase over the same 
month of last year. According to 
the company the gain has been gen- 
eral among Wooster distributors 
throughout the country. 


* * * 


Hardware stores are general- 
ly reporting spring business in full 
swing, and at a higher level than 
expected. The season has been late, 
and many dealers who had held off 
ordering, because of a very slow 
March, have since been making re- 
peated and urgent demands upon 
their jobbers for supplies to fill in 
broken stocks. Some buyers, too, 
both wholesalers and retailers, had 
been delaying in the hope of lower 
prices, but without great benefit, be- 
cause the markets on strictly sea- 
sonable goods have held very well. 
While household supplies have until 
recently held front rank in the sell- 
ing in most stores, there is a later 
and very substantial gain in the de- 
mand for farm and garden supplies, 
paints, and all “outdoor goods.” 
Mills report a most unusual run of 
business on fencing and on barbed 
wire, to an extent so unexpected that 
capacity to produce has been over- 
taxed. Shipments to wholesalers 
have been considerably short of the 
quantities needed, and dealers’ 
stocks have suffered, as a_ conse- 
quence. All sports equipment sales 
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KITCHENKOOK 


Will Prove the Most Popular Gasoline Pressure Stove 
in History! 


The enthusiasm shown in every part 
of the country for the new KircHen- 
kooK line points to unprecedented deal- 
er sales this year. For here is a gasoline 
pressure stove which in generous mea- 
sure gives every advantage obtainable. 
Real instant lighting with automatic 
control—the new Blue Fire burners— 
stainless porcelain enamel cooking tops 
—insulated ovens that give perfect heat 
circulation—modern, harmonious de- 
sign in ivory porcelain with gleaming 
chromium handles—these are just a few 
of the outstanding details that are mak- 
ing such a hit with prospective buyers. 
In addition to the regular KrrcHENkooK 
line, this year you also have Kitcnen- 
KOOoK JuNIOR, a new line of standard 


quality but sold at economy prices. 
It compares in quality and in con- 
venience with almost any competitive 
make you may think of and is surpassed 
only by the regular Krrcuenxook line. 


To make easy, rapid sales, the Kir- 
CHENKOOK line has been made more 
complete than ever before. There are 
over a dozen different models—from an 
inexpensive two burner stove clear up 
to de luxe full porcelain ranges. No 
matter what size, what model or what 
price is desired, with KitcHenxoox 
you can always meet every demand. 


Our new illustrated catalog is just off 
the press. Send for a copy and for 
dealers’ price list and discounts. 


American Gas Machine Company, Inc. 
ALBERT LEA, MINNESOTA 


360 Furman Street 
Brooktyn, New York 


MAY 9, 1935 


4242 Hollis Street 
OakLanp, CALir. 





















































are making good increases over last 
season, with the volume on wagons 
and velocipedes particularly notable, 
due probably to the attractive values 
now current. Housewares are in 
fine demand, and there is a very 
evident pickup in tools and supplies 
for construction and alteration work. 


* * * 


The Better Housing Program 
of the Federal Housing Administra- 
tion continues to stimulate modern- 
ization and new building; and tre- 
mendous gains in building permits 
for all types of work are appearing 
in all parts of the country. On 
April 26, pledges for modernization 
and repair obtained by the cam- 
paigns in numerous communities 
had reached $366,590,750. This is 
an increase of $15,315,928 for the 
week. The total funds advanced 
under the modernization credit plan 
on that date amounted to $59,319,- 
336, an increase of $2,811,465 for 
the week. Credit advances totaled 
141,751, an increase of 6957 over 
the previous week’s figure. 


x * * 


March collections of the 
hardware and building materials 
group in St. Louis reflected a much 
higher percentage to accounts out- 
standing than any other line report- 
ing to A. J. Kruse, superintendent 
of the Associated Retail Credit Bu- 
reau of St. Louis. The average for 
the group was 99.15 per cent, as 
against 98.30 per cent last March, 
an increase of .85 per cent. The 
highest percentage reported was 122 
per cent and the lowest 76.30 per 


cent. 
* * * 


Recent increases in motor car 
production offer ample proof that 
the country is making real progress 
toward recovery. March automobile 
production showed an increase of 27 
per cent over the same month last 
year. The increase for the first 
quarter of the year was nearly 47 
per cent, and output both in March 
and in the first quarter was the 
largest in any period since 1929. 
This record has only been exceeded 
two or three times prior to that 
year. March production was the 
largest since April, 1930, and the 
figures for the month just closed are 
expected to show a further increase. 
Several manufacturers produced the 
greatest number of cars in their 
history during March, and the quar- 
ter’s actual retail deliveries of Ford 
cars have been reported as 33 per 
cent greater than the combined to- 
tals for the same quarter in 1932, 
1933 and 1934. 
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Reports of retail activity are 
very encouraging from the north- 
west, where rains in the rural dis- 
tricts revived farm optimism, while 
a reasonable mixture of fair weather 
was favorable to shoppers. Recent 
rainfall in Minnesota, North and 
South Dakota made the season’s to- 
tal above normal, and crop prospects 
are rated by some as the best in 
five years. Revised estimates low- 
ered the acreage of spring seeding 
of wheat, rye and oats, the drop be- 
ing due in part to the slow receipts 
of Government seed supplies. 

* * * 


In the far west, business 
leaders report that public sentiment 
has improved materially in the last 
week or two, partly because of high- 
er silver prices. Nevada and Cali- 
fornia mining centres have become 
decidedly more active. The sales 
volume on the San Francisco Min- 
ing Exchange for the April 27 week 
was the highest in several months. 

* * * 


Further gains in employment 
and pay rolls during March were 
reported by the Federal Reserve 
board, while industrial output stood 
at 88 per cent of the 1923-1925 aver- 
age, compared with 89 per cent in 
February and 90 per cent in Janu- 
ary. A year ago activity was esti- 
mated at 84 per cent. Building 
activity in the residential field in- 
creased in March and the first half 
of April, reflecting, of course, sea- 
sonal influences. Wholesale prices 
of farm products and foods, after 
declining in March, increased con- 
siderably in the first three weeks of 
April. Output of automobiles in- 
creased further, and was larger than 
in the corresponding period of any 
other year since 1929. 

* * * 

Steel production for last 
week was estimated at 43.1 per cent 
of capacity—the lowest level since 
early January. This rate compared 
with 44.6 per cent for the previous 
week, and 55.7 per cent for the cor- 
responding week of last year. Con- 
siderable steel buying is coming 
from refrigerator manufacturers 
and from implement and household 
equipment makers, as well as from 
automotive manufacturers. High- 
way work is beginning to develop, 
also some structural projects requir- 
ing good supplies of steel. The farm 
implement industry is having by far 
its best season since 1930, and is 
still running at the top rate. Con- 
sumption of steel has made a good 
showing considering that all buyers 
have been exercising the utmost cau- 
tion, both because of fear of unfa- 


vorable legislation and the possibil- 
ity that the steel code will not sur- 
vive. ® #2 *# 


Earnings statements thus far 
published for the first quarter re- 
veal in most cases a substantial rise 
over the comparative three months 
of 1934, with the net of some com- 
panies the best in five years, and 
cash reserves, as a whole, the largest 
in the past three years. Summing 
up the outlook for the second quar- 
ter, Business Week finds prospects 
for May and June are: Motor and 
steel production declining seasonal- 
ly, construction steady, textiles cur- 
tailed and tobacco, petroleum, ce- 
ment and lumber output rising. 

* * * 

Although the future of NRA 
rests upon Congress for extension, 
and upon the courts for decision, 
the board has recently announced 
its attitude upon open price filing. 
The new policy would eliminate code 
provisions which can be shown as 
operating against the interests of the 
public or of any important group. 
The burden of proving there is no 
disadvantage to consumers or to 
others is to be placed upon the in- 
dustry concerned. The administra- 
tion of policy is to be entrusted to 
a code director, assisted by three in- 
dividuals who will specialize on (1) 
price and other trade practice poli- 
cy, (2) labor problems, and (3) 
code administration. If these ap- 
pointments are carefully made, 
there may be a clarification of much 
of the confusion which has discred- 
ited the administration of the Re- 
covery Act. There is admission that 
Government intervention should 
avoid restriction of output, and that 
the goal should be fair prices 
through free open market competi- 
tion. * + * 


A series of estimates care- 
fully made indicates that consump- 
tion of steel outside of the railroads, 
building and the automobile indus- 
try is now at a rate about seven- 
eighths of its average in the seven 
active years through 1929. Build- 
ing and railroad steel uses are off 
fully one-half, while automobile steel 
is ahead by two-fifths. 

* + 

The recent revision in sales 
policy on RCA radio tubes, eliminat- 
ing consigned stocks, has created 
some irregularity in the new price 
schedules. Distributors were of- 
fered the option of buying in their 
consigned stocks at a rather liberal 
discount, and it is said that some 
who wish to move stocks quickly 
are passing along part or all of the 
concession. 
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Its Easy to Find 


WHO 
MAKES 
. Se 


in the annual “Who Makes It” 
Issue of HARDWARE AGE, the 
Catalog and Directory Number of 
September 27. 





XN 





teen 


This is the most complete and 
handy buying guide published for 
the hardware trade. Hardware 
dealers everywhere write us, “it is 
indispensable,” “we refer to it con- 
stantly,” “it is on my desk all the 
time,” “we should be lost without 


it ” 


Use the general listing pages regu- 
larly and refer always to the in- 
valuable Index to Product Infor- 
mation, which indicates the pages 
on which is given specific, illus- 
trated buying information on each 
article. 


The “Who Makes It’’ issue is only one of the many benefits attendant on a HARDWARE 
AGE subscription. The history of HARDWARE AGE is one of service to the hardware 
trade. 








HARDWARE AGE 


The News-Business Paper 


239 West 39th Street New York, N. Y. of the Hardware Trade 


A. 6.C. — Charter Vember — A.B.P. ° 
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How! gained 50% 
on “NEW GOODS” business 


This is a story that can be told by 
almost any hardware merchant 
whose principal jobber has switch- 
ed to a Heinn loose-leaf catalog. 
Experience has proved it over and 
over again. 


Up-to-date information, issued fre- 
quently, and correctly filed in a 
jiffy by means of the Heinn Quick- 
Action feature, will do the same 
for you. Today’s facts and selling 
points are at your fingertips con- 
tinually, months after the catalog 
is issued. 


Your wholesaler can afford to give 
you this modern, high-speed, up- 
to-the-minute catalog service, be- 
cause he actually saves money by 
doing so. Ask him for it—or write 
us for further information. 


THE HEINN COMPANY 
326 W. Florida St., Milwaukee, Wis. 


~ Wow 


PRAMS 3A 
rancor’ 








=oxee BINDERS 


Originators of the Loose-leaf System of Cataloging 
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Indications of Improvement 


Business is rapidly approach- 
ing a complete revival according to 
George A. Martin, president, Sher- 
win-Williams Co., Cleveland. In 
commenting recently upon the en- 
couraging outlook, Mr. Martin said: 
“Few people realize the enormous 
strides which have been gained in 
the country’s return to normal busi- 
ness conditions. The future is most 
promising. I have confidence in the 
administration and believe it is 
through with its experiments. 

“Through the efforts of the people 
themselves, with the aid and guide 
of the President and his advisers, 
we are fast approaching a complete 
revival of American business. Re- 
turning prosperity is evident 
throughout the industrial centers 
and smaller communities. When 
American business first hit the rocks 
in the winter of 1929 people were 
overcome by fear. They didn’t know 
what was going to happen or which 
way to turn.” 


The company’s business, Mr. Mar- 
tin reported, has returned, in the 
last 11 months, to a position com- 
parable with that enjoyed prior to 
1928, and employment in its plants 
is above normal. 


* & *% 
Purchases of new machinery 
and equipment picked up definitely 


last year and during the current 
quarter, and their substitution for 


obsolete equipment undoubtedly has 
reduced operating costs in many 
factories. Plant layout and processes 
have been given more _ attention, 
according to industrial engineers, 
also bringing costs down. Most 
companies today are equipped to do 
their normal volume of business 
with a smaller plant and office staff 
than would have been required in 
the pre-depression days. 
* * * 


Declaring factory production 
in March has been “definitely 
ascending,” the Chamber of Com- 
merce of the United States said that 
“if the trends of the first week per- 
sist the results from the month will 
demonstrate a continuation of sub- 
stantial improvement over a four- 
month period.” Unless the trends 
are disturbed, it said, 700,000 work- 
ers will have obtained jobs between 
Jan. 1 and March 31. The American 
Federation of Labor’s monthly sur- 
vey of business states that the total 
income of workers as a group “has 
been slowly increasing through re- 
employment” and that there has 
been “a real increase in total work- 
ers’ buying powder.” It added, 
however, that because of rising liv- 
ing costs “the last two years have 
not raised the general standard of 
living” and “the average worker who 
has a job is actually worse off in 
real income than he was two years 
ago.” 





Blue Mound Strikes Up the Band 


ing fund. This fund was five 
years old, contained $75 and was 
forgotten by all. We secured this 
fund. Twenty-five years ago, 
there was a country fair organiza- 
tion which had folded up with a 
small bank balance. That wasn’t 
so easy, but we knew a man who 
was a steward in a local church. 
These men have experience in get- 
ting money. . When it came 
to building a background for the 
stage, we had $13 left. Thirteen 
dollars will not build much back- 
ground, so we used lattice. 

After the third night the crowd 
extended beyond the hearing limit. 
There was one thing to do. We 
must install a public address 
system. We had no money, but 
the fact that we had asked for 


(Continued from page 41) 


no contributions from anyone 
seemed to amaze people. When 
the public address system was 
being considered, this was upper- 
most in the public mind, and they 
dug down as one man and paid 
for the address system without any 
solicitation. They left the money 
here at the store, at the filling sta- 
tion, at the bank, wherever it was 
most convenient, and when the 
system was installed we had the 
money to pay for it. During the 
season we spent approximately 
$800 and had a surplus of about 
$200. Where it all came from, no 
one knows. 

In seating the band, we violated 
the accepted formula and placed 
the band in rows facing the audi- 
ence. This gave a different tone 
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Our master of ceremonies 
sold the show to the audience. 
Our program was designed with 
two ideas in mind. First, to give 
a part to as many different people 


value. 


as possible. Second, to keep the 
entertainment as nearly as pos- 
sible to music or motion. The 
program opened in the dark, then 
the lights would flash on the music 
desks and the band would strike 
up a march, selected for blare and 
taken at a snappy tempo—circus 
style, if you please. Half way 
through the selection, the spot- 
light, high among the tree tops. 
would pick out the director with a 
colored spot which would grad- 
ually be increased until the stage 
was flooded with color. With the 
last few bars the big floods would 
be turned on the stage, drenching 
it with daylight brightness. This 
was quickly followed by another 
selection—happy music, which in 
turn was followed by Sousa’s 
“Stars and Stripes Forever.” The 
stage would black out and, away 
across the park, in view of the 
audience, the spot would pick out 
the national emblem being car- 
ried by a color guard from the 
local Legion Post. The flag would 
be brought to the stage, and in the 
glare of thespotlightthe band would 
play the National Anthem. This 
was a fixed ritual used every 
night. It was flag waving, if you 
care to classify it so, a la George 
Cohan, but a little more flag wav- 
ing and less economics will not 
hurt. 


We planned a live stage, no 
waits, the band furnishing the 
continuity tying the acts together. 
The varied program lasted two 
hours. During the season, we had 
tap dancing, old time social 
dancing; the Olde Towne Bande, 
one of those dreadful miscellane- 
ous ensembles that pat the feet 
and play by ear. Terrible? Yes, 
but what difference? There was 
always someone in the audience 
who thought it fine. And, after 
all, it wasn’t the music that made 
them popular with the older 
people, it was the memories stored 
away in lavender, which this 
string band brought back. We 
had a German band; boys and 
girls from the playground in tum- 
bling acts (this was a CWES 


contribution) ; community players 
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COMPACT 
STOCK 
CABINET 


New L fe into 


SMALL TOOL 
SALES 


Dealers who have seen 

the new “Greenfield” No, 
1000 Tap, Die and Drill cabi- 
net, have called it a “gift from 
heaven.” And it’s no wonder 
— it was built to meet an ex- 
pressed need of the trade. 
Within a small space it en- 
ables the dealer to carry a 
small but fairly complete line. 
It stimulates sales because the dealer always has in stock the exact 
item wanted—and can put his hands on it in a jiffy. 


The stock was selected with special pains—to be sure it was well 
balanced—based on actual retail demand. It consists of 344 items, 
distributed as follows: 

74 No. 109 Bit Stock Dies 
149 No. 105 Jobbers Drills 


2 Bit Brace Burring Reamers 
| Repairman's Taper 


15 "O.K." Jr., Adjustable Reamer 
Split Dies, 13/16” diam. 30 Machine Screw Taps 
14 "O.K." Jr., Adjustable 24 Plug Hand Taps, NC 


Split Dies, 1” diam. 
4 Die Stocks 
3 Tap Wrenches 


15 Plug Hand Taps, NF 
13 Taper Pipe Taps, Ameri- 
can Standard. 


Ask your jobber about this 
new contpact cabinet that 
simplifies stocking, s a v es 
time and enables you to 
keep a small, well balanced 
stock on hand at all times 
with a minimum investment. 
You pay for the tools only— 
the cabinet is a “bonus” fur- 
nished by “Greenfield” at 
its own expense to prove 
that “there’s more money in 
stocking the complete line.” 


GREENFIELD Y TAP AND DIE 
CORPORATION 


Theres More Money 
in Stocking the 

















GREENFIELD. MASS., U.S.A. 
New York Chicago Detroit 
15 Warren St. 611 W. Washington Blvd. 228 Congress St. W. 


Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ont. 
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* GARDENERS ® 
NEED DIETZ 
LANTERNS 


ISPLAY Dietz Lanterns with 

Garden Tools and help sales 
in your garden supply department. 
A small sign saying that “DIETZ 
LANTERNS MAKE THE DAY 
LONGER” will attract the atten- 
tion of back yard cultivators, upon 
whom darkness too often descends 
before they have finished the job 
in hand. 


Summer Coftagers will soon be 
buying supplies for the season. 
They need Dietz Lanterns for 
boat landings, canoe lights, light- 
ing the way on dark roads, as 
emergency house lights, and a 
dozen other purposes. 


It will pay you to check your stock 
of Dietz Lanterns for Spring and 
Summer requirements. 


R. E. DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the 
World. Output Distributed 
Through JOBBERS Only. 


FOUNDED 1840 








DIETZ 


\ LANTERNS 
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—young people out of high 
school; operetta, high school stu- 
dents; blackouts; hill billy music 
which was neither good nor bad, 
it all sounds the same; _pan- 
tomime; instrumental and vocal 
music. Middle aged men are 
hard to work in and the negro 
minstrel was the best solution of 
this problem. We reached men 
with this whom no one suspected 
of ability for entertaining. 

The Silver Standard 16-to-1 
Band did their best work with a 
black stage and a change of color 
with the change of tempo. The 
changing of colored lights focused 
attention such as no country band 
ever enjoyed. The lights gave the 
right “eye appeal” and fooled the 
audience into believing it was a 
good band. 

The Decatur Review, Sept. 14, 
1934, carried a news item which 
said in part: 

“With the season’s estimated at- 
tendance between 45,000 and _ 50,- 
000, Blue Mound closed its open 
air theatre.” 

The crowds varied. The show 
opened to an audience of 2000 
which gradually increased until 
the negro minstrel night, when 
7000 jammed the village park. 
That night the village looked like 


a college town during homecom- 
ing football game and the village 
council was forced to send a hurry 
call for state police to handle the 
traffic. 

Of what interest is all this to 
hardware men? That is not my 
argument. In a_ cold-blooded 
way it might have a merchan- 
dising valuation to those who take 
a part, which would come from 
the personal contact with the 
masses who buy. But there seems 
to be a greater valuation, not 
measured in dollars and cents, 
which comes from holding a place 
in the confidence and apprecia- 
tion of a community and a thrill 
which comes only from creative 
work. And that valuation reaches 
deep into the heart. as you look 
into the sea of upturned faces, 
faces which seem prematurely old, 
tired faces, worrid and anxious 
faces, faces which are hungry— 
not hunger of the physical kind— 
but a hunger for mental relief, for 
diversion, and a chance to laugh. 
And when you watch those faces 
during these entertainments and 
hear their sincere expression of 
appreciation, there comes into life 
a different and unknown pleasure. 
After all, it is good to live, isn’t 
it? 





NRA Casts Shadow Over Main Street 


(Continued from page 35) 


skimpy sizes, seconds and sub- 
standard merchandise to a smaller 
extent. ‘ 


Saved from Jobber 
Competition 

An important gain which might 
easily be overlooked comes from 
the Wholesaling and Distributing 
Trade Code, in which the protec- 
tion-to-retailers clause particularly 
benefits the smaller retailer. 

Especially when he is located 
near secondary trading centers the 
smaller store often came into com- 
petition with the small sectional 
jobber. The lure of so-called 
wholesale prices was a factor 
tending to rob a merchant of his 
trade. The code makes a whole- 
saler define his position so that 
he cannot, as a wholesaler, sell 
the consumer at wholesale prices. 
This should go a long way to pro- 


tect the competitive position of the 
smaller retailer. 
Wholesaler-to-consumer selling 
tended to undermine the retailer’s 
price structure. If he attempted 
to meet the competition he lost 
heavily. If he did not meet it, 
many people, aware through 
wholesale purchases of the spread 
between wholesale and _ retail 
prices, and knowing nothing of 
store costs, lost confidence in the 
fair pricing policies of the re- 
tailer. New protection against this 
subversive factor is a gain. 
Equally important, though not 
yet effective, is the provision of 
the Wholesale and Distributing 
Trade Code creating machinery 
whereby interested parties may get 
together with the Administrator 
and set up a wholesalers’ price 
differential. The object of the 
differential is to recognize the ser- 
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vices and functions of the whole- 
saler and, by insuring him a re- 
turn for his services, insure his 
existence. It has been the prac- 
tice of some manufacturers to 
make it possible for the large-scale 
retail establishment to threaten 
the existence of the jobber. The 
differential is a healthy corrective. 


Buying Resources 
Preserved 


The importance of this to the 
smaller store is in the potential 
protection which it gives to an 
important source of merchandise. 
In general, smaller stores deal 
more with wholesalers than with 
manufacturers direct. Were the 
wholesaler to be eliminated, or his 
ability to serve seriously reduced, 
the smaller store would be a 
heavy loser. 

Complaints undoubtedly are in- 
evitable. The independent trade 
has always been characterized by 
a steady stream of entrants know- 
ing little or nothing about busi- 
ness, and by an equally steady 
stream of failures. In times past 
those who dropped out blamed 
lack of capital, bad debt losses, 
changes in clientele, etc. Today 
it is NRA. Retailers will continue 
to fail even under the retail code. 
The code does, as we have ‘seen, 
impose certain handicaps which 
may or may not, in individual in- 
stances, be offset by certain ad- 
vantages. But at least there is 
sufficient offset so that NRA can- 
not be accorded full blame, and 
helpful changes, rather than abo- 
lition, is the thing to be desired. 


Wizard “Mystic” Polish 


Packed in specially designed glass 
jar with brilliant label, Wizard “Mys- 
tic” Polish is designed to restore lustre 
to furniture, pianos, etc., and to re- 





move surface scars and stains. It is 
easily applied and is said to be grease- 
less. Introductory size lists at 25¢. 
Wizard, Inc., 5235 W. 65th St., Chicago, 
Ill. 
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“I Argued That 
15c CLOPAY 
WINDOW SHADES 


Were Too Cheap For 
My Exclusive Trade”’ 





“For over 3 years, I cheated myself out of 
some mighty sweet profits because I 
thought my trade too ‘high hat’ for 15¢ 
Clopays. Now I know what a lucky ‘weak- 
moment’ it was when I let myself be talked 
into stocking these remarkable shades. There 
are few articles in my store that have nearly 
so rapid turnover or yield such liberal profit 
on a small investment. 


“It’s amazing, too, how many people mention 
nationally advertised features when buying 
Clopays. They want ‘that shade with the 
patented creped texture that makes it hang 
straight, roll straight and wear longer’ or ‘the 
one with a patented gummed strip so easy 
to put on old rollers.’ And how they go for 
those delightful chintz-like patterns!” 


Scores of dealers the country over have dis- 
covered that there’s no such thing as a trade 
too good for CLOPAYS. How about you? 
Why not write today for details of the liberal 
introductory deal obtainable through your 
regular jobber. 


CLOPAY CORP. 
1438 YORK ST., 
CINCINNATI, OHIO 











3 Million Satishied Users 





Advertise DA 





F satisfied users are truly 

the world’s best advertis- 
ing—no wonder nearly 90% 
of all the churns sold by the 
hardware trade today are 
DAZEY CHURNS! At this mo- 
ment there are well over 3 
million DAZEY users and, 
judging from the thousands 
of letters we have received, 
few, if any, are content mere- 
ly to enjoy the superior ser- 
vice of a DAZEY CHURN in 
selfish satisfaction. Instead, 
they become ardent mission- 
aries, enthusiastically seek- 
ing to convert others to this 
far better way of churning. 
No wide-awake dealer can 
fail to realize, therefore, the 
necessit of having a com- 
prehensive stock of DAZEY 
CHURNS always on hand. 
Especially profitable are the 
electric models now that pow- 
er lines are so steadily being 
extended into rural districts. 








4301 Warne Ave. 
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SOLD ONLY THROUGH 
JOBBERS and DEALERS 


DAZEY CHURN & MANUFACTURING CO. 


St. Louis, Missouri 


A SIZE FOR EVERY NEED 
2 Qt. to 10 Gal. 











Hand or 
Electric 


Operation 




















The 





DIAMOND - DART 







Casters 
Wood Fur 
or Metal 





The easiest swiveling caster ever 
made to retail at less than $1.00 
per set. Two sizes, with all- 
purpose “Universal” composition 
wheels. 


Caster Sockets for Metal Beds 


These sockets with the above casters are 
all you need to stock to take care of 
over 80% of all requirements for metal 
bed casters. You increase your turnover, 
decrease your investment and give your 
customers the very finest caster for a 
metal bed. 


THE BASSICK COMPANY 


Bridgeport, Connecticut 


anadian VF. 


WARNER-ALEMITI 
BELLEVILLE 


STEWART 
I ANADA, LTD 











Five Hundred Bicycles a Year Sold 
By Smith-Winchester 


(Continued from page 44) 


ly. Since Bicycle Week, the sale 
of bicycles has continued vigor- 
ously and is expected to hold or 
increase its volume as the weather 
warms up. 

The helps provided by manu- 
facturers added greatly to the dis- 
plays as will be noted in the illus- 
trations here shown. A display in 
one of the windows featured old- 
time bicycles and many boys and 
girls who had never seen them 
were impressed. They showed the 
progress made by manufacturers 
as well as the comfort, smart styl- 
ing and dependability available 
today in the modern product. It 
also indicated what could be ob- 
tained for $22.50 to $35 as com- 
pared to $150 in earlier days. 

The window backgrounds, the 
work of C. B. McKee, were mod- 
ernistic and of a high order. They 
were painted a semi-gloss, cream 
tone and the settings were light 
gray. The entire trim was gradu- 
ated with four shades of tan. In- 
direct lighting effects and one spot 
light in each window was carried 
out. The spot light called atten- 
tion to a bicycle, a card and a 
price. The lights in back of the 
settings were connected in a series 
of six to ten lamps, giving plenty 
of light against the backgrounds. 
As will be seen in photo, shadow 
effects were worked in. 

Mr. McKee believes in light 
backgrounds with plenty of light 
as a means of showing hardware 
store merchandise to the best ad- 


vantage. 
While there is competition from 
mail order branch stores, the 


product sold by Smith-Winchester 


| Simonds Issues Saw 


and File Catalogs 


Simonds Saw & Steel Co. has published 
a new edition of its complete catalog. The 
new catalog is made up of four separate 
sections or smaller catalogs, each covering 
products of special interest to a particular 
group. No. 035 covers inserted tooth saws, 
both rip and cut-off, and saw teeth. No. 135 
section illustrates and describes Simonds 


‘ solid tooth circular saws, narrow band saws 


is superior and can easily be dem- 
onstrated so by a check-over of the 
measurements and quality of ac- 
cessories. 

Regular attention is given in the 
company’s newspaper advertising 
to the bicycle line, and in most 
cases the newspaper will cooperate 
in publicizing and arranging races, 
the activities of clubs, etc. All 
such cooperation builds up the de- 
mand for bicycles and makes the 
advertising more productive of 
sales results. 

Ralph Woodhurst is in charge 
of the wheel goods department. 
He and C. B. McKee, advertising 
and display manager for Smith- 
Winchester, have cooperated to 
produce a record in bicycle selling 
that would be hard to beat. Al- 
though many hardware stores 
throughout the country are doing 
a fine job selling bicycles, Smith- 
Winchester’s record will be one 
to shoot at in most cases. 

Mr. McKee, agreeing that the 
hardware store is the logical place 
to handle bicycles in preference to 
repair shops, says the latter are 
not in a position to properly ad- 
vertise and merchandise them, and 
that such shops are usually op- 
erated by men inclined toward the 
mechanics instead of the selling of 
bicycles. Smith-Winchester, like 
many other hardware stores, have 
very large window space, theirs 
being 22 x 60 ft. Such display 
space and the store displays, 
backed by newspaper advertising 
of ample extent, are strong ele- 
ments in building up real profit- 
able volume for bicycles. 


and woodworking machine knives of all 
kinds. Section 335 covers distributor lines 
such as Crescent ground cross-cut saws, Red 
End and Red Streak hack saws, Red Tang 
files, tool bits and flat ground stock. The 
fifth section, No. 435, covers Simonds metal 
cutting line, including solid and inserted 
tooth cold metal cutting saws, metal band 
saws, tool bits, files and hack saw blades, 
flat ground stock, rotary shears and Tungs- 
weld metal shears. The Simonds Saw & 
Steel Co., Fitchburg, Mass. 
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WITH MODERN STREAMLINING e 
VIVID COLORS e UNSURPASSED 
QUALITY e THESE NEW COLSON 











MODELS TAKE THE LEAD IN SALES 





GAIN Colson scores with a new and strik- 

ing innovation—streamlined bicycles that 

heighten the buying fever of the Twentieth 
Century’s greatest cycling era. 


There is a new sweep to the frame, a curve 
in keeping with the current automobile vogue. 
The chain guard and tank have likewise been 
fashioned according to the newest concepts of 
dynamic symmetry. These, with the hand- 
some triple struts, constitute the new Colson, 
a truly novel bicycle—more fun to own, more 
profitable to sell. 


The Colson Bicycle line is complete, includ- 
ing everything you could wish to carry in 
junior and adult models, tandems, and Hi-Lo 
Drive models — all staunch, attractive, and 
moderately priced. 

Rely on Colson, too, for a fascinating line 


of velocipedes and children’s vehicles, the 
logical complement of every bicycle stock. 


THE COLSON CO., ELYRIA, OHIO 


ose 


BICYCLES AND CHILDREN’S VEHICLES 
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Phil Levin in the doorway of his 
store which has installed the New 
Magic Eye opening mechanism. The 
dotted line indicates the light beam 
which operates the motors. 


automatically. If the door is 
partly closed when the next per- 
son approaches, it immediately 
reopens from any degree of clos- 
ing. When a number of persons 
pass through in quick succession, 
the door stays open until the last 
person passes through. 

This operation is best explained 
by reference to the diagram. 
Light source in railing (A) proj- 
ects a beam of light which falls 
upon photoelectric cell in op- 
posite railing (B). Interception 
of this beam causes cell to actuate 
photoelectric relay (C) which in 
turn causes air to be released 
through air valve controlled by 
a solenoid in pneumatic operator 
(D). Motion is transferred to 
doors through brackets (E). 

At the limit of opening stroke, 
air valve permitting entrance of 
air is closed by a cam, and the 
doors are then closed by a spring 


Ma 1c E eC ( O IGS contained in the operator. Auto- 
matic air compressor (F) sup- 


plies air at a constant pressure 


toHardwarestores *tzsrsse 


Franklin Hardware Co., Nor- 
wich, Conn., first in U. S. to 
install mechanism in retail 


hardware store 


AILROAD stations and 
R large public buildings 
have in recent months in- 
stalled electric-eye automatic door 
openers, but it remained for the 
Franklin Hardware Co., Norwich, 
Conn., to be the first hardware 
store in the United States to in- 
stall this modern idea. On Wed- 
nesday, March 27, the public for 
20 miles around Norwich came 
to see the “Magic Eye” operate. 
The doors are completely au- 
tomatic in operation. One walks 
directly toward the door—a beam 
of light is intercepted—the door 
opens long enough for a person to 
pass through—and then closes 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


USE- 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


We can supply you with 
the following lists :— 


1062 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $12.00 


12171 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6930 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $6.00 per M. 


15976 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $6.00 per M. 


35077 Hardware Retailers (Complete List). 
For $4.50 per M. 


866 Department Stores handlipg Hardware 
and Housefurnishings. For $5.00 
ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5” 
CARDS THERE IS AN EXTRA CHARGE OF 50¢ 
PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 


RATES. 
Ask for Details. 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 








Every Shelby Bicycle is built to stand 
up under hard usage. Strongly rein- 
forced, spot welded and thoroughly 
brazed joints—all of them removed 
from points of greatest strain — are 
but one detail of Shelby construction 
worth asking about. Get all the facts. 


The Shelby Cycle Co. 
SHELBY, OHIO 
West. Office & Assem. 
Plant 1011'2 s. Los 


ANGELES ST. 
LOS ANGELES, CALIF, 


Gerber Brothers 
NEW WORLD LIFE BLDG. 
SEATTLE, WASH. 
















Pin this Ad to your letterhead and mail for complete information. 

















has 


EVERYTHING! 
. . in Models, 
Equipment 
and 
exclusive 
Features 


1935 Columbia 
models have a light 
chain guard that 
enables you to ride 
with no thought of 
your dress — trou- 






sers — slacks — 
knickers — socks, 
etc. —for it’s impossible 


LOOK! CHAIN GUARD! 
Regular Equipment on 
Columbias 


for clothing to get soiled 
from the chain or caught 
in the sprocket. 

Dealers will appreciate 
the factory-attached 
parking stand and luggage carrier—does not change the 
coaster brake adjustment. 

Among the many up-to-the-minute Columbia features are: 
the new handlebar stem with its patented bevel lock which 
insures a@ more positive grip; patented rubber mountings 
found only on Westfield products eliminate rattle and add 
smoothness to riding. 

Some territory is open—write for catalog and proposition. 
Columbia bicycles have been in the lead for nearly 60 years. 


THE WESTFIELD MFG. CO. 
Westfield, Massachusetts 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


CN oS Fs Ss ows 





What's New 











for Retail 
Hardware Stores 


Holt’s No. 100 Mattress, 
Upholstered Furniture Beater 
Having a suggested retail selling price 
of 10¢ Holt’s No. 100 mattress and uphol- 
stered furniture beaters feature a small 
green stained handle made to fit the hand 
and put on so it cannot turn nor come off. 





Made of a single piece of tinned hard 
Bessemer wire, 21 inches in length. These 
beaters are for use on heavy blankets, 
overcoats, small mats, upholstered furni- 
ture, automobile upholstery, mattresses, 
drapes and tapestries and pillows. Illus- 
tration shows how handle is attached to 
beater. The Holt-Lyon Co., Inc., Sauger- 
ties, N. Y. 


Wilkey No. A-1 Universal 
Price Ticket Holder 


The Wilkey No. A-l for use on glass, 
wood or metal will hold tightly. Has riv- 
eted tension springs and snaps on and off. 
finish, 


Cadmium plated standard size. 

















— 


WILKEY -DISPLAY 


cts co 
PRO ANDO 











Packed 100 in a carton this price ticket 
holder costs the dealer $5.00 per hundred. 
May be used on cardboard, glass, metal 
or wood, up to *4” thickness. Wilkey Dis- 
play Products Co., 10302 Madison Ave., 
Cleveland, Ohio. 


Fostoria Pressed Steel 
Outdoor Sport Stove 


This stove is a charcoal and wood burn- 
ing unit. When set up stove measures 20 


386 

















x 10% inches and packed it is 20% x 11% 
x 2% inches. Finished with heat resisting 
aluminum coating. The stove will be ad- 





vertised in consumer publications. List 
price, $3.75. The Fostoria Pressed Steel 
Corp., Fostoria, Ohio. 


Tamms Silica Co. 
R.C.B. Floor Cleaner 


Illustrated is the display carton for 
R.C.B. Floor Cleaner, for removing var- 
nish, etc., cleaning and bleaching floors. 
In strong solution the maker states that it 
will remove shellac, varnish, etc., leaving a 
smooth bleached surface and that the weak 
solution gives a general paint cleaner for 
woodwork, inlaid linoleum, tile, etc. Packed 
24 four-ounce packages per display carton. 
Suggested retail selling price, 10c. each. 





The same company offers Off Wax (wax 
remover), Brush Cleaner — for paint 
brushes, Pyramid Crack Filler, Tamco 


Waterproof Glue and Silco Metal Polish. 
Each of these packaged items also has a 
suggested retailing selling price of 10c. 
each. All items soid in case lots—six dis- 
play boxes per case. Cases may contain 
six display boxes of one item or assort- 
ment of boxes. The crack filler is packed 
12 packages to the box and the glue is 
packed 36 packages per box. The other 
items are packed 24 packages per box. 
Tamms Silica Co., 228 N. LaSalle St., 
Chicago, II]. 





Nesco Products Week 
Sales Manual Offered 


In place of its usual National Wide 
Nesco Week on Kerosene Stoves, National 
Enameling & Stamping Co. is this year 
sponsoring Nationwide Nesco Products 
Week, covering the various classifications 
of merchandise offered by the company. 
Running from May 6 to May 18 inclusive 
this “week” will be advertised to readers 
in twenty-two national magazines, and in- 
cludes special prices on specially designed 
merchandise for the “week” in kerosene 
stoves, enameled ware, Garden Girl Ja- 
panned ware, galvanized wire and baking 
utensils. To further assist the dealer in 
the promotion of this week a ten-page sales 
manual has been prepared giving the 
dealer and his sales clerks complete in- 
formation preparatory to the campaign. 
Newspaper mats have been prepared spe- 
cially for the campaign as well as at- 
tractive colored window posters and other 
dealer help plans. National Enameling & 
Stamping Co., 270 N. 12th St., Milwaukee, 
Wis. 


1935 Everedy Door Closers 
The 1935 Everedy Door Closers have a 


universal joint in the bracket to increase 
the efficiency of this barrel-type closer. 
“Double Joint” makes the Everedy closer 
easy to install. It is not necessary to have 
it square with the door and the jamb. 
Said to eliminate cause of worn cup wash- 


ers. The Everedy Co., Frederick, Md. 
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To help dealers in Lowe Brothers products sell 
more paint, we have developed the Lowe Brothers 
Pictorial Color Chart. It contains full color illus- 
trations of many types of houses and every kind of 
room—all painted with actual paint. 

This chart eliminates all guessing about color 
schemes for exteriors and interiors. It enables you 
to make easier sales and more sales. 

National publications that reach practically every 
good home in your territory are being used to tell 
paint buyers about the Pictorial Color Chart. And 
we're also telling them that all dealers in Lowe 
Brothers products are prepared to give them the 
helpful service that this chart makes possible. 

In addition to the Pictorial Color Chart, we pro- 
vide many more tried and proved “dealer helps,” 
new window trims and new window streamers. 
Effective booklets and folders which we mail direct 
to your prospects. And we supply you with news- 
paper advertisements all ready to run. 

May we send you full details about the Lowe 
Brothers proposition? The Lowe Brothers Com- 
pany, Dayton, Ohio. 

* 
This book which answers more than 
100 questions about painting and deco- 
rating, is very popular with property 
owners. It is one of many effective sales 
helps furnished Lowe Brothers dealers 
to give to their customers. 


Seve P Brothers 


PAINTS e VARNISHES 


Quality Unsurpassed Since 1869 
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Permanent Repairs 
Permanent Customers 
are Guaranteed by 








PLASTIC WOOD 





_ More NATIONAL ADVERTISING in 1935 


Plastic Wood is being advertised to the consumer more in 
1935 than ever before—such magazines as Saturday Evening Post, 
Collier’s, Liberty, Good Housekeeping, Popular Science, Popular 
Mechanics, Yachting, Pacific Motor Boating, Hobbies, Scouting, 
Outdoor Life, Home Craftsman, and numerous others are telling 
the Plastic Wood story week after week. 

Tie in with this increasing advertising by using the new, color- 
ful Plastic Wood Display Cards. The Plastic Wood demonstration 
log made of actual Plastic Wood will convince your customers of 
the permanency of this product. These are FREE for the asking. 


IN CANS AND TUBES 


Plastic Wood is actual wood in putty form—dries to hard wood 
—comes in air-tight cans (4 lb., 1 Ib., 5 Ib.) and handy tubes. 
Comes in nine different colors—natural, white, oak, walnut, light 
mahogany, dark mahogany, cedar, gum and ebony. Will adhere 
to any clean, dry surface—wood, metal, stone, glass, porcelain. 


A FEW OF THE 1001 USES 


Repair broken furniture, fill old screw holes, fill drainboard 
cracks, cover countersunk screws, fill holes around pipes; patch 
auto tops, repair broken toys, repair loose tool handles, replace 
rotted wood; fill cracks under paint, loose casters, boat repairs, 
leaky window frames, loose drawer pulls; hiding nicks, cracks in 
cement, stucco, loose bathroom fixtures, auto top repairs. 





FREE 
The A.S. Boyle Co., Inc., 1934 Dana Ave., Dept. HA-5, Cin’ti, Ohio. 
[-] Send Display Cards [] Demonstration Log. 
Name 
| RO va Ae are Dee ETE . 
City State 
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Westinghouse Lamp 
Demonstration Kit 


This kit known as the Varilight for 
demonstration in the home enables vary- 
ing of illumination over a wide range of 
intensities without the necessity of chang- 
ing lamps. Measuring 14 x 11 x 5 in. 
and weighing 8 lbs., it is equipped with 
variable transformer containing a switch 
panel resembling a radio dial. Has suf- 
ficient cord with which to connect in any 
nearby baseboard plug. Space provided 


for two photoflood lamps, one 100 watt, 
one 75 watt and one 60 watt lamp, and 
a light meter so the salesman may dem- 
onstrate on the spot the wattage of the 
lamp that provides the level of illumina- 
tion which the customer himself selects. 
merely 


Salesman substitutes photoflood 


J 


lamp for the one in the customer’s favor- 
ite reading lamp and then plugs the read- 
ing lamp into the socket on the panel of 
the kit. While reading a book or news- 
paper, the prospect varies the intensity of 
light by turning a small knob on the top 
of the panel regulating the variable trans- 
former. When the customer has selected 
the level of illumination best suiting his 
seeing desires, the salesman makes a foot- 
candle reading with a light meter. West- 
inghouse Lamp Co., Bloomfield, N. J. 





Al Foss Pork Rind 
Now Packed “Dry” 


A new package of the Al Foss pork 
rind strip is now being offered by The 
American Fork & Hoe Co. Known as Al 
Foss Dry Strip Pork Rind it is packed one 
dozen in a cellophane envelope in an at- 
tractive metal package approximately 2 
by 4 in. overall and % in. deep. Metal 





container attractively lithographed in three 
colors. Size permits an angler to slip one 
or more of these in his pocket when he is 
starting on a fishing trip. When pork 
rind has been used, hinged metal box can 
be used as a container for hooks, sinkers 
and other fishing tackle items. The Amer- 
ican Fork & Hoe Co., Sporting Goods Divi- 
sion, Geneva, Ohio. 


Waterbury Music Wire 
Counter Display Carton 


This carton for displaying music wire 
is of attractive design and holds one dozen 







. Music 
WIRE 


i Yee conan seamen: 
0 CE Tay 








VATERBURY WATERBURY | 
MUSIC WIRE MUSIC WIRE U 


WATERBURY WATERBURY 
MUSIC WIRE MUSIC WIRE 


boxes of Waterbury Music Wire in as- 
sorted sizes. The company points out that 
music wire is used for many purposes to- 
day from cutting butter to choke wires on 
autos and for other uses by mechanics and 
machinists, etc. Washburn Wire Co., Inc., 
118th St. and Harlem River, New York 
City. 


Hide-Away Laundry Rack 


Designed for indoor drying of lingerie, 
baby’s apparel, regular wash and freshly 
ironed clothes. Cadmium plated, rustproof 
and stainless. Made of welded steel wire, 
it weighs 2 lbs. and will support 25 Ibs. 
May be quickly installed on windows, 
doors, picture mouldings, shower rails or 





with picture hooks and is quickly taken 
down and folded flat for storage. Opened 
it measures 22 by 28 in. May be used 
fully or half extended. When folded it 
measures 22 in. x 18 in. x 1 in. and may 
be carried in trunk for trips. List price, 
$1.25. Ralph S. Palmer, P. O. Box 93, 
North End Station, Detroit, Mich. 


New Label For Enamel 
On Armco Ingot Iron 

Illustrated is the new metal faced label 
for “Porcelain Enamel on Armco Ingot 


Iron,” for the use of manufacturers of 
porcelain enameled articles of Armco Ingot 








PORCELAIN 
ENAMEL 











Iron. Label is metal faced and printed 
on gold foil background with black back- 
ground. The Armco triangle in blue is 
included on the label. The American 
Rolling Mill Co., Middletown, Ohio. 


Goodrich Issues 1935 
‘Operators’ Handbook” 
The 1935 edition of the Goodrich “Op- 


erators’ Handbook” contains much new 
information on truck, bus, farm service 
and industrial tires. Containing 44 pages 
of data this handbook has two pages on 
“load analysis,” furnishing easy methods 
to determine tire loads and total axle loads 
for trucks, tractor semi-trailers and tandem 
assemblies. Two pages are devoted to 
the Goodrich Tire Calculator for 1%-ton 
trucks, which makes it a simple matter to 
determine the tire combination needed to 
carry a given load on a truck in this 
classification and a table on the spacing 
of dual pneumatics. Methods by which 
truck operators may determine the tire 
cost per mile on each installation are also 
presented, as well as a table giving the 
weights and measures of a long list of 
commodities and other goods. All Good- 
rich tires and tubes for trucks and buses, 
with complete specifications and a descrip- 
tion of the right tire for varied purposes, 
are listed in the handbook with a tire in- 
flation schedule and a load capacity for 
tires. New products are described. The 
B. F. Goodrich Co., Akron, Ohio. 


Double Ended Hammer Drills 
These Double Ended Hammer Drills 


complete comprise “double enders” or 
drills pointed at each end, a holder, and 
like socket wrenches, each diameter of 
drill has a collet that protects the unused 
point. Various sizes of collets fit the same 
holder, and like the holder have a long 
life. Electric hammer drill chucks are 
also furnished to adapt “double enders” 
to all power hammers. The maker states 
that they will not stick and always drill 
the same size holes. Brush Nail Expan- 
sion Bolt Co., Greenwich, Conn. 
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The Iron that Does 
More than the Ironing 


} ese ONE of your customers using a com- 
mon electric iron is a sales prospect for the 
Coleman Automatic Electric Iron. Show her 
how the Coleman saves her $2 to $5 a year 
because it uses less current—‘“‘coasts” on stored 
heat 40% of the time. 

Show her how the Coleman saves time and work 
because it always stays at just the right temperature. 
It never overheats—never becomes a fire hazard. Pre- 
vents scorching of clothes. It is a quality iron—no 
finer made! Here’s an iron that gives you a good 
profit on every sale and wins satisfied customers. 
Three automatic models, from $6.90 up. 


WRITE for FREE Sales Manual. 





FOR HOMES WITHOUT ELECTRICITY— 
NO. 4A COLEMAN SELF-HEATING IRON 


...a Real 
Sales-Record 
Breaker! 
Here’s an iron that’s 
sweeping the field. Set 
a sales record in 1934 
—is surging far ahead 
this year. It’sa sta- 
pleitem withthou- 
sands of dealers 
—easy sales with 

easy profits. 


Every housewife is interested in the Coleman Self- 
Heating Iron because it provides her with a quicker, 
better way to iron. 


IT’S THE ONLY IRON that’s really instant eating sequins 
no preheating of the generator. IT’S THE ONLY IRON sold 
through dealers that is advertised in 4 big ph me Bh nd on 
and in thousands of newspapers. U. S. Retail Price, $5.95. 


See Your Jobber or Write Nearest Coleman House 
for Latest DEALER PRICES and Full Information. 


THE COLEMAN LAMP AND STOVE COMPANY 
GENERAL OFFICES: Wichita, Kansas, U.S.A 
Branches: Philadelphia, Chicago, Los Angeles, Toronto (IS-6) 
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UPREME WICKS 
turn Shoppers 
into BUYERS! 


The new package just developed for 
these popular Oil Cook Stove and 
Heater Wicks makes its own counter 
display . . . resulting in more sales, more 
profit, more turnover for the progressive 
store that features SUPREME Guaran- 
teed Wicks. 


Here are the reasons it will pay you to feature SUPREME: 


* Every owner of the following makes of Oil Stoves and 
Circulating Heaters is your customer... . 

















NESCO FLORENCE 
GARDNER SAVOIL 
TROPICAL WINDSOR 
ROYAL HUENEFELD 
AMERICAN ACE 

EVERITE _ E-Z-EST WAY 


and many other popular makes. 


* Every SUPREME Wick is sold to the consumer on a 
money-back guarantee basis. 


* SUPREME Wicks are not sold in chain stores or mail- 
order houses. 


* SUPREME Wicks are made in two sizes, to retail profit- 
ably at 15c and 25c. 


* An extensive advertising program is backing up retailers 
in all sections of the country. 


DON'T DELAY ... ORDER TODAY! Through your jobber. 


THE MARYLAND ASBESTOS 


PRODUCTS COMPANY 
BALTIMORE, MARYLAND 
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Arcade No. 9498 
Vegetable Slicer 


The Arcade No. 9498 vegetable slicer is 
for slicing raw vegetables and fruit, such 
as potatoes, carrots, apples, etc. Adjust- 
able to thick or thin slices it is operated 
by moving handle back and forth. Cutter 
blade may be resharpened as easily as a 
knife. Cadmium plated steel hopper, cast 
iron frame, finished in green enamel. 
Clamp screw, adjusting screw, adjusting 
screw block and pivot pin and plunger 





handle are nickeled steel. Blade riveted 
to nickeled cast iron handle on one end, 
pivot pin passing through hole in other 
end of blade. Feed table is cast aluminum, 
fan shaped. Nickeled cast iron blade 
guide riveted to front of hopper. Feed 
plunger, triangular in shape is wooden 
with a steel handle. Arcade Mfg. Co., 
Freeport, Ill. 


Fabray Washable 
Window Shades 


Fabray Washable Window Shades will 
not crack nor fray on the edges and are 
easily washable and proofed against “pin- 
holing,” says the maker. May be washed 
with soap and water, which will even re- 
move pencil marks. Suggested retail sell- 





ing price, 39c. each with roller attached. 
Shade measures 36 in. wide by 6 ft. long 
and may be cut down to fit narrower win- 
dows. Offered in several different colors. 
Illustration shows a Fabray shade being 
washed. Clopay Corp., York and McLean 
Sts., Cincinnati, Ohio. 


E-Z Wheel Lawn Mower 
Has Rubber Tired Wheels 

The E-Z Wheel Lawn Mower has pneu- 
matic rubber tires of high quality for easy 
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running and traction. Rubber insulated 
bumper rod for preventing injury to trees 
or tender shrubbery. Rubber tires and 
bumper designed for easy running. Re- 
placement wheels available, making it un- 





necessary to replace entire wheel. Sug- 
gested retail selling price for 16-in. mower 
around $12. Dealer cost, 16 in., $8; 18 in., 
$8.50, and 20 in., $9. The E. T. Rugg Co., 
Newark, Ohio. 


John Lucas & Co., Inc. 
Has New Labels for Line 


Illustrated is the uniform label recently 
adopted for all Lucas paint products. La- 
bels are dark green with brilliant red 
bullseye, with streamers in a lighter shade 
of green against the dark green back- 
ground carrying the name and color of the 
paint. The new labels are easily identi- 





fied, even from a distance. Products of 
the Lucas Kil-Tone Co., insecticide divi- 
sion, John Lucas & Co., Inc., are similarly 
packaged. The design of the red, oval 
bullseye on the dark green background is 
being carried out on all Lucas advertising 
and stationery and on dealer signs as well. 


John Lucas & Co., Inc., Philadelphia, Pa. 


New Package For Republic 
Grand Crossing Quality Tacks 


The packages and cartons of Republic’s 
Grand Crossing Quality Tacks have been 
completely redesigned. Many of the line 
are packed in packages of distinctive de- 
sign which identify the kind, size and 
finish of tack at the first glance, enabling 
the dealer to handle the packages more 
easily and enabling selection from a mis- 
cellaneous assortment. Carpet tacks are 


packed in blue and yellow % and % Ib. 
packages in special matching cartons 
which, when opened, make counter dis 
plays. Many other tacks and small cut 
nails are packed in attractive blue and 
white packages also put up in cartons 
which make counter displays. Republic’s 
line of cut tacks and small cut nails now 
includes almost sixty different types, most 
of which are available in several finishes. 





Package and carton illustrated are those 
of Republic’s Grand Crossing Quality Car- 
pet Tacks. A catalog of the complete line 
is available from Republic Steel Corp., 
McCormick Bldg., Chicago, Ill. 


Atkins Offers 1936 
Friendship Art Calendars 


Available to hardware dealers at low 
cost the E. C. Atkins & Co. line of Friend- 
ship Art Calendars for 1936, will have the 
dealer’s imprinted advertisement and the 
Atkins trade mark. There are five at- 
tractive picture subjects to choose from, 
each in full color, under the following 
titles: “Reflections in the Water”; “Sunny 








Jim”; “A Sportsman’s Pride;” “Irish Eyes 
are Smiling;” and “The Stay at Home.” 
Each measures 8 in. by 16% in. In quanti- 
ties of 100 or more, the dealer cost is 4%4c. 
each, if payment is made with order, or 
5%c. each if payment is made in the fall. 
The dealer’s service department of FE. C. 
Atkins & Co., 402 S. Illinois St., Indianap- 
olis, Ind., will supply descriptive literature 
to dealers interested. 
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Super De Luxe 
Ranges and 
Stoves lead the 
three lines of | 
Nesco Kero- | 
sene Stoves | 
and Ranges, | 


When my NESCO 
PRODUCTS you buy 
3 


Siyle = mu 


Nesco Cold Pack Can- 

ners are endorsed by 

the International Can- 
ning Contest. 


Nesco Garden Girl 
Japanned Ware isthe | 
premier line of Ja- | 
panned Ware. 


































| 
Whether it is seasonal requirements in housefur- | 
nishings or regular staples, you will find Style in | 
generous measure— Quality in plus values—Profits 
Dealers | 

throughout the United States have shown an over- 
whelming preference for Nesco Products because 
Nesco helps the dealer with regular dealer helps 


in satisfying margins in Nesco Products... 


and huge advartising campaigns...If you are not 
familiar with the Nesco line of three thousand | 
items, let us send you the complete. story » » » 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


Executive Offices: 449 N. Twelfth Street, Milwaukee, Wisconsin 


Factories and Branches: BALTIMORE — MILWAUKEE—GRANITE CITY, ILL. 
PHILADELPHIA — NEW ORLEANS — CHICAGO — NEW YORK 

















MAY 9, 1935 







* 


DRIVE FROM ABOVE, 
BELOW OR BEHIND 


THOROUGH 
LUBRICATION 






V-BELT 
PULLEYS 


FULL BRONZE 
BEARINGS 


HEAVIER—BATTLESHIP GREY 
ENAMEL FINISH 


and every one 
a FIVE-STAR VALUE 


No. 120—$2.50 


You’ll do more business 
with this line of grinding 
heads. All new—modern 
in design and finish— 
every one a 1935 best buy. 

They'll attract attention 











No. 125—$3.00 





and create desire to buy. 
There is a size and style 
for every need. Display 
them... Your customers 
will do the rest. 








No wheels furnished 


No. 130—$3.20 





MILLERS FALLS 
COMPANY 


Greenfield, Mass. 





Ls 





No. 155—$6.50 


No. 150—$5.00 








By 








No. 170—$13.50 No. 175—$19.00 








—_- 
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Seth Thomas Offers 
Assembly 8-Day Clock 


The Assembly, 8-Day Clock for business 
houses particularly, has case finished in 
light mahogany with mahogany veneered 
front. Vertical grain of center inlay sets 
up an attractive contrast with horizontal 
graining of sections on either side. Has 





10% inch dial with 5 minute markers in 


red. Eight day time movement No. 41 
with visible pendulum. Height 22% 
inches, width 14 inches. List price $16.00. 
Seth Thomas Clock Co., Thomaston, Conn. 


Frigidaire 1935 Line 
Electric Refrigerators 


Illustrated is Standard model Frigidaire 
35, having 6 cu. ft. capacity, hydrator, 
utility basket, super freezer, cold control, 
automatic defrosting reset, interior light. 
This line has one piece interior lining, 





stainless porcelain in food compartment, 
chromium finished hardware, Dulux exte- 
rior finish. Super freezer provides: fast 
freezing, frozen storage, extra cold storage, 
moist storage and normal storage. There 
are three different capacity models in this 
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series. The Frigidaire Master is available 
in four different capacities, each having 
Quickube tray, elevated shelves and stain- 
less tapered grid tray and ice unloading 
lid. The Frigidaire ’35 Super Series in- 
cludes one two-door model, the other four 
sizes being one-door models. Finished in- 
side and out in white porcelain. These 
models also have the Frigidaire Servashelf, 
sliding utility basket, automatic interior 
light, etc. The Frigidaire ’°35 De Luxe 
Series models have double doors, multi- 
cold section, water cooler, rolling pin, serv- 
erette, etc. The company also offers the 
Frigidaire Koldchest—a chest type refrig- 
erator for those wanting a small size unit 
—2.1 cu. ft capacity. Frigidaire Corp., 
Dayton, Ohio. 


Turner Brass Works 
Gasoline Camp Stove 


Each burner of this camp stove oper- 
ates independently giving wide range of 
cooking operations. Features include in- 
stantaneous lighting, a generator tube 
which is easily detached for cleaning, and 
a removable gasoline tank with safety type 
built-in pump. Stove offered in three 
models. Deluxe Traveler is two-burner 
model with attached folding legs and de- 
mountable side shelf. This model is the 
same as the Deluxe except that it has low 
bracket legs which fold over to hold lid 
securely in place when stove is knocked 
down. Demountable shelf omitted on this 
model. The Picnicker is a one-burner 
model, of compact size and light weight, 
which may be carried in the tool chest or 
package compartment of an automobile. 
Each model is of sturdy construction, cases 
being of heavy gage steel, equipped with 
specially designed, non-warping, welded 
steel grate. The Turner Brass Works, 
Sycamore, IIl. 


Issues Pocket Size 
Catalog on Simplex Jacks 


Catalog No. 235 contains forty pages of 
illustrations and descriptions of Simplex 
jacks for railroads, utilities, coal mines, 
oil wells, contractors, pole pulling, cable 
reels, tank supports and motor trucks. 
Also illustrated are push and pull jack 
and accessories body and frame kit. List 
price information is given. Templeton, 
Kenly & Co., Ltd., 1020 S. Central Ave., 
Chicago, Ill. 


Heller Nickel Plated 
Sample Holders 


These nickel plated Heller sample hold- 
ers are simple, practical and are made to 
hold hardware items to display panel sam- 
ple boards, wood front drawers, fixtures, 
etc. Although they hold samples firmly 
in place they permit easy removal. Made 
of English spring steel, nickel plated, cov- 
ering a wide range of shapes and sizes, 
illustrated. Packed one-half gross, straight 
sizes in a box, or assorted, as desired. Re- 
cently the company issued “The Heller 


HSSSSe 


System of Larger Profits”—catalog No. 35. 
This 36 page booklet describes and illus- 
trates various fixtures for the hardware 
store as well as complete installations of 
Heller equipment used in different hard- 
ware stores throughout the country. Ac- 
cessories such as linoleum counter tops, 
ticket holders, garden tool brackets, sam- 
pling accessories, lighting equipment, “de- 
partment” sign holders, etc., are shown. 
W. C. Heller & Co., Montpelier, Ohio. 


Westfield Has New Stand On Bicycles 


Illustrated is the new Style stand being 
installed on all brands of bicycles offered 
by the Westfield company. By use of 
the stand shipment of the bicycle may 


shows stand as it looks when bicycle is 
removed from carton, while the second 
section shows the stand being adjusted 
for permanent position. The last section 
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be made with stand attached, eliminating 
necessity of loosening rear axle to ad- 
just stand. First section of illustration 


of the illustration shows the stand as ad- 
justed. The Westfield Mfg. Co., Westfield. 
Mass. 
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YES SIR! 
WITH EXTRA SALES 


THERE is only one way to judge ammuni- 
tion—by performance. And the way it per- 





forms depends upon the powder. And the 
performance of the powder depends wholly 
upon the skill and experience of its maker. 
Du Pont has made powder— skillfully— 
for 133 years. 


Ammunition loaded with du Pont powders 
shoots the way shooters want it to shoot— 


with power and accuracy. 


And it sells the way you want it to sell— 
with speed, with complete customer 


satisfaction! 


E.I. DU PONT DE NEMOURS & COMPANY, INC. 
Sporting Powder Division 


Wilmington, Delaware 
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Again Bond takes the lead for 
1935, with a full line of new fast- 
moving, self-selling, flashlight and 
battery packages! Exclusive Bond 
numbers, never before offered by 


Write NOW for new Bond Catalogue 
which gives details about complete 
line and ‘‘Island’’ display. 












‘anyone; every package a bright 
colored, eye-catching,  self-con- 
tained display, ready for your 
counters; instant customer appeal; 
quick turnover and attractive 
profits! 























BOND ELECTRIC CORPORATION 


257 CORNELISON AVE., JERSEY CITY, N.J. 
BRANCHES AND WAREHOUSES CONVENIENTLY LOCATED 


Send new catalogue and ‘‘Island” display proposition. 
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Nortu Fork, W. Va.: Where 
can we obtain repairs for an Excel 
shotgun?—Clark Hardware & Fur- 
niture Co. 

ANSWER: Iver Johnson’s Arm 
& Cycle Works, Fitchburg, Mass. 


* * * 


New Haven, Conn.: Who makes 
Olson’s drinking fountain for cows? 

The Lightbourn & Pond Co. 

ANSWER: Olson Mfg. Co., Al- 
bert Lea, Minn. 

* * * 

SUSQUEHANNA, Pa.: Who makes 
Gantner swim suits?—-E. K. Owens 
Hardware Co. 

ANSWER: Gantner & Mattern 
Co., 461 Mission St., San Francisco, 
Cal.. The New York City branch 
office of this company is located at 
1410 Broadway. 

* *% * 
*Atperson, W. Va.: Who can 
supply repairs for the Acme har- 
row?—Johnson & Gwinn, Inc. 

ANSWER: Hummer Mfg. Co., 
Springfield, Ill. 

* * * 

KaLisPpELL, Mont.: Who makes 
Morin raker gauges for cross-cut 
saws?—Johns Hardware Store. 

ANSWER: Morin Saw Gauge 
Mfg. Co., 806 Fifth Ave., Spokane, 
Wash. 

*% % * 

Cxiarion, lowa.: Provide street 
address of the Markray Co., Chi- 
cago, Ill—Shupe & Son. 

ANSWER: T. Markray Toy. & 
Mfg. Co., 1240 Wrightwood Ave. 

* * * 

AMBRIDGE, Pa.: Who makes the 
Sun gas range ?——-Mytinger & Young. 

ANSWER: Sun Ray Stove Co., 
Delaware, Ohio. 
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tion or issue. 


BristoL, Conn.: Who makes the 
Ka-Bar hunting knife?—The Bris- 
tol Hardware Co. 

ANSWER: Union Cutlery Co., 
Olean, N. Y. 

* * * 

SHAMOKIN, Pa.: Who makes De- 
luxe Samson card tables?—W. C. 
Hack & Sons. 

ANSWER: Shwayden Bros., Inc., 
4270 High St., Detroit, Mich. 


a * 


Asincpon, ILt.: Furnish names 
and addresses of several manufac- 


turers of mimeograph paper.— 
Shipplett-Moloney Co. 
ANSWER: French Paper Co., 


Niles, Mich.; Fox River Paper Co.. 
Appleton, Wis., and Kalamazoo 
Paper Co., Kalamazoo, Mich. 

* * * 


PirtspurRGH, Pa.: Who makes the 
Miller closet seat?—-W. Schwartzel. 

ANSWER: Chas. A. Miller Co., 
Sturgis. Mich. 


* * * 


Matone, N. Y.: Who makes Can- 
non Ball galvanized ware ?—-Malone 
Hardware Co., Inc. 

ANSWER: This is a special brand 
of Butler Bros., Randolph St., Chi- 
cago, Il. 

* * * 

Braprorp, Pa.: Where can we 
obtain repairs for a No. 4. B.K.S. 
door closer?—Bodine Hardware Co. 

ANSWER: Spiegel Bros., 5 E. 
17th St., New York City. 


* * * 


PortLAND, MAINE: Who makes 
electric burning brands suitable for 
burning a name into wood?-—Ed- 
wards & Walker Co. 

ANSWER: Electric Soldering 
Iron Co., Inc., 342 W. 14th St.. New 
York City; Vulean Electric Co., 225 
Varick St., New York City, and 
Everhot Mfg. Co., 628 S. 10th Ave.. 
Maywood, III. 


Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
27, 1934. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


Epina, Mo.: Where can we ob- 
tain repairs for a Detroit Vapor 
gasoline stove?—Farmers Supply 
Co. 

ANSWER: Detroit Vapor Stove 
Co., 12345 Kercheval St., Detroit, 


Mich. x * * 


New York City: Who makes Va- 
poo shampoo for rugs, upholstery, 
etc.?—Oliver Bros., Inc. 

ANSWER: Vapoo Products Co., 
Inc., 1775 Broadway, New York City. 


* * %* 


Provipence, R. I.: Who makes 
the Garden Club flower holder 
shear ?—Ballou, Johnson & Nichols 


Co. 


ANSWER: Acme Shear Co., 
Bridgeport, Conn. 
* * * 


ArpMorgE, OKLA.: Provide names 
and addresses of several manufac- 
turers of pay locks for toilets—New 
State Hardware Co. 

ANSWER: American Coin Lock 
Co., Pawtucket, R. I.; Nik-O-Lock 
Co., Traction Terminal Bldg., Indi- 
anapolis, Ind., and Chicago Lock 
Co., 2026 N. Racine Ave., Chicago, 


ill. ge 


Repusuic, Pa.: Who makes Dale 
ball cocks?-—Paul Calvaresi & Son. 


ANSWER: Wolverine Brass 
Works, Grand Rapids, Mich. 
* * 


Liperty, N. Y.: Where can parts 
for an Oliver tractor disc harrow be 
obtained?—Floyd E. Hardie. 

ANSWER: Farm Equipment Sales 
Co., Oliver Plow Division, South 
Bend, Ind. * * * 


Ciarion, Pa.: Where can gas 
fire logs be purchased ?—J. F. Wea- 
ver Estate Hardware Co. 

ANSWER: Strait & Richards, Inc.., 
43 Selvage St., Newark, N. J.; Peer- 
less Mfg. Co., Louisville, Ky.; and 
Ohio Foundry & Mfg. Co., Steuben- 
ville, Ohio. 
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MOUSE ILLUMINATED 
ACTION DISPLAY..... 


PRESTO/ HERES YOUR 


MICKEY MOUSE WATCH 





Mickey—the Magician—Stops Them and Sells 
i a Display FREE with your order for 
12 or more Mickey Mouse Wrist Watches. 


Just plug this eighteen-inch display in on any 
AC or DC light socket and watch the people 
crowd around to see Mickey—the Magician— 
pull watches out of the air! Now you see it— 
now you don’t! Offer good only while limited 
quantity lasts. Phone or wire your order to 
your jobber today. 


Value of Display . . $5.00 You sell the 


Cost of 12 Mickey watches quickly 
Mouse Wrist for . $35.40 
Watches . 24.48 But you pay only. 24.48 


VALUE $29.48 YOUR PROFIT $10.92 








AND YOU KEEP THE DISPLAY 


Sugewsoll, 


MAY 9, 1935 





$5 INGERSOLL MICKEY | 


fo AXES 
| * HOES 









No. 986 
Hudson Bay 
Axe 


AXE 


Up in the Hudson Bay region, 
woodsmen and experienced trail 
hikers would rather go into the 
woods without clothing or even 
matches, than to be without an 
axe. Here, where the quality of 
an axe counts most, you'll find a 
Collins axe in the hands of almost 
everyone you meet on the trail. 


A Good AXE 
is aGood SALESMAN 


A good sales talk may even 
sell electric refrigerators to 
the Eskimos—but the goods 
will not stay sold. And so it 
is with axes. High pressure 
salesmanship can sell poor 
axes—but they won’t stay 
sold. But no amount of sales 
pressure can sell any old axe 
to a former Collins Axe user 
—he knows axes. 





Dayton 
Pattern Axe 


The perfect balance, finish 
and temper of Collins Axes 
sell them to experienced 
users on sight. Inexperi- 
enced users are quick to grasp their outstanding superiority. 
Your work will be easier, you will sell more axes and you will 
make more friends if you carry the Collins line. 





If your jobber cannot supply you, write us. 








Collins Official 
Boy Scout Axe 


THE COLLINS co. 


COLLINSVILLE, CONN. 





HATCHETS BUSH HOOKS 
PICKS MATTOCKS 
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Right Moves 


The Secret of Payment Morale 


By JOHN T. BARTLETT 


Co-Author, Retail Credit Practice, 
Credit Department Salesmanship, and 
Methods of Instalment Selling and 





JOHN T. BARTLETT 





Collection 
ITH the majority of in- 
stalment accounts, collec- 
tion management be- 


comes, sometimes constantly, and 
at least occasionally, a game of 
checkers. 

The customer who, heretofore, 
has mostly cooperated with the 
store in making payments, sud- 
denly abandons this character, and 
makes a “move,” designed to 
evade payment for a time or, 
sometimes, permanently. The 
“move” is failure to meet a pay- 
ment, coupled—if pressed for an 
explanation—with an excuse or 
reason. With hardware stores do- 
ing a _ considerable instalment 
business, there are customers 
every day making such “moves.” 

The checker expert will tell you 
that, with a given set-up of men 
on the board, a certain “move” 
made by one player leaves his 
opponent, usually, with only a 
small number of correct plays. 
There are perhaps dozens of ways 
to make the wrong move, and 
only one way to make the right 
move. 

It is just so in collections, when 
a customer becomes delinquent, 
and makes a move to evade pay- 
ment. Some of these delinquents 
are mighty skilful, and unless met 
with exactly the best counter- 
offensive will win the game, soon 
having the store hopelessly on the 
defensive in respect to the account. 

Instead of $6, due on her wash- 
ing machine, Mrs. Thompson ten- 
ders a $5 bill. It is the cashier's 
“move.” So she remarks that she 
has no authority to accept partial 
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payments. It will be necessary for 
Mrs. Thompson to add another 
dollar. “I hope it won’t incon- 
venience you too much.” 

Of course, Mrs. Thompson may 
not have the dollar, in which case 
the cashier handles the situation 
(1) to obtain a promise of the one 
dollar within the near future, at 
a stated time, as when Mr. Thomp- 
son brings home his pay check the 
following Saturday; er (2) Mrs. 
Thompson solemnly vows that, on 
the next payment date, she will 
make up the deficiency. 

If the cashier has an unsatisfac- 
tory conversation with the partial- 
payer, probably she will summon 
the store manager, who will have 
a heart-to-heart talk with the cus- 
tomer. 


Customer’s Standing 


Of course, the hardware store 
will not handle all partial-payers 
in this way. The customer’s stand- 
ing may make such a procedure 
ridiculous. However, with a large 
group of people who fly into the 
partial payment habit, the store, 
with the right “move” early in the 
situation, will cure, or at least 
curb, the evil. 

Suppose that Frank Stevens, 
who has been a good friend of the 
store for a long time, comes in 
a week late with a payment on an 
electric refrigerator. You like 
Frank, and you don’t mind the 
accommodation in the slightest. 
You have the impulse to tell him 
that it doesn’t matter at all—he 
can take his time any time over 
payments. This investigator has 


heard hardware merchants often 
make this remark to favorite cus- 
tomers. 

’ Such expressions are mighty bad 
moves in the checker-game of col- 
lections. Frank has had pretty 
good instalment habits to date- 

don’t let him slip from them. 
When he apologizes for being late, 
remark that you had noticed his 
absence, and wondered about it. 
And if you feel the delinquency 
peril is very great, add the fur- 
ther comment that you were just 
on the point of telephoning him. 

There is one “play” made by 
a customer which, if successful. 
is almost always disastrous to the 
account. We refer to the customer 
who, buying an automobile or 
pressed for some charge account. 
comes to the hardware man and 
states the situation, asking the 
store to wait for payment while 
the automobile dealer or grocer 
is paid. 

There are mighty few excep- 
tions to the principle that the 
hardware store must never, on any 
consideration, consent to delays 
in payment for such reasons. The 
principle must be upheld at all 
times that the hardware merchant 
must be paid at the same time as 
others, promptly. If the customer 
explains that a finance company 
is threatening to repossess, the 
store should with as unemotional 
a tone as possible explain that its 
security must be maintained, too, 
and, lacking payment, reposses- 
sion will have to be resorted to. 

Such handling is the only one 
that is feasible. Otherwise, the 
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SELL the GOOD BUSINESS AHEAD 


For the Dealer in 


Genuine and ONLY This Well Known Cooker 
For Both Canning and Cooking 


Your customers appreciate the SAV- 
ING offered by the HOME CAN- 
NING of meats, fruits, vegetables. 
The National Pressure Cooker pro- 
, — vides the ONLY method bearing 

\ 4 : : 2 government endorsement. Cash in 

d e pal on this cooker. Your customers 

C 0 0 4 rc ie KNOW the National Pressure 
a Cooker as the standard for 20 years. 

i Make THIS your BIG COOKER 

America’s F A 8 T t S T year. Send for window display 


and promotional material. 





5 E L L N G 3 wows be confused ag pe mat 
C 0 0 . E R pcos Ahagy AE ys pci 
at Eau Claire, Wisconsin. 


SPECIAL CANNER 


A new National Pressure Cooker 
in two sizes, designed especially 
for canning. Equipped with a 
: wire basket instead of racks. Two 
—T sizes, at special price with good 

dealer profit. Write today. Ap- 
proximately 90% of ail pressure 
cookers in use in this country 
were made by 


NATIONAL PRESSURE COOKER CO. 


EAU CLAIRE, WISCONSIN 





Another Profit-Maker 


The SEAL-O-MATIC 
4 CAN SEALER 


A greatly improved automatic 
can sealer that seals cans as fac- 
tory seals them. Also opens and 
reflanges cans. A valuable addi- 
tion to your line selling at good 
dealer profit. 














































Prescription for “Electric Washer Headache” 


—American Beauty Washers 
(For best results, several each 
of Nos. 5 and 9, at least one of Nos. 
10, 40, 60 or 80). Display promi- 
nently to give full effect to unusual 
style and beauty. Follow up 
promptly with proper emphasis on 
such exclusive features as 
"Easy Touch Control" and ‘Double 
Safety" Wringers; 
Tapered Post Agitators with Con- 
caved Baffles and Spray Perfora- 
tions (easiest on clothes yet no hand 
rubbing even on cuffs and collar 
bands); 
"Double Wall” Tubs that keep water 
hot longer; 
Fully enclosed, self-lubricated life- 
time gear cases; 
Full-powered Westinghouse motors 
on all models. 





Renew this prescription as turnover becomes more rapid and continue to take for permanent relief from lost 
sales. 


THE GEO. WORTHINGTON Co. CEEYELAND. Onio 
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customer will constantly be in 
trouble with other creditors, and, 
successful in the first instance, 
will continually pay the hardware 
store last. 


Cases of Sickness 


In an exhaustive study covering 
a large part of the world, this 
writer has found that the near- 
universal practice of instalment 
sellers, when a customer is in dis- 
tress because of sickness, is im- 
mediately and generously to grant 
an extension. It would be inhu- 
man of instalment sellers to be 
cold and unrelenting at such 
times, and to their credit be it 
said that they practically never 
are. On the other hand, an exten- 
sion is usually granted instantly 
with expressions of sympathy. 

However, in sickness situations 
the extension should not be an in- 
definite thing, even when the sick- 
ness itself is an indefinite matter. 

The hardware dealer who al- 
lows a customer to “put over” 
this excuse faces the probability 
of a chronic delinquency condi- 
tion. The customer will have dis- 
covered that the dealer will 
“wait,” and so, always, he will 
pay more pressing creditors first. 
One Western hardware dealer re- 
plies like this: : 

“’m sorry, Mr. Schmidt, but 
we can’t give you an extension on 
that basis. We can’t operate our 
business on payments you make 
to an automobile dealer. You 
bought these goods promising to 
make prompt payments, and we 
must insist on them. 

“It is true, as you say, that the 
finance company can repossess 
your car; but it is equally true 
that we can repossess these goods 
you have bought from us. I’m 
sorry, but we cannot grant the ex- 
tension you ask.” 

The purpose of this “answer” is 
to establish in the customer’s mind 
the belief, in future, he cannot 
“stall” the hardware store account 
to meet an automobile payment; 
(1) obtain the best possible im- 
mediate adjustment. If it is an 
impossibility for the customer to 
pay anything at once, which may 
be the case, it is always possible 
for the hardware dealer to get the 
promise, and the performance, of 
payment at the earliest possible 
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date, this being made specific with 
the understanding which is 
reached. 

There is more than words, of 
course, to an “answer.” Tone of 
voice, facial expression, and gen- 
eral manner, all are highly impor- 
tant. 


The conditions of hardware 
store operation are such that the 
dealer must apply collection treat- 
ment to people, effectively, yet re- 
tain their respect and good will. 
Most poor collectors among mer- 
chants are men who are afraid of 
the consequences of being firm. 





Who Invented the 
“Monkey Wrench’? 


66 HO Invented the ‘Mon- 
key Wrench’?” has 
been a subject of much 


debate. W. F. Schaphorst, M. E., 
Newark, N. J., says: “While look- 
ing through an old book in a 
second-hand book store entitled, 
‘Appleton’s Dictionary of Ma- 
chines, Mechanics, Engine Work 
and Engineering, Vol. II,’ pub- 
lished in 1852, I came upon this 
exceptionally interesting item 
(see illustration) concerning the 
‘Screw Wrench,’ invented by S. 
Merrick, Springfield, Mass., and 
patented Aug. 17, 1835.” 

Mr. Schapkcrst further says, 
“This should put an end to er- 
roneous’ statements repeatedly 
made that the name ‘Monkey 


Wrench’ comes from the name of 
its inventor Charles Moncky.” 
Four years ago he asked “Believe- 
it-or-not” Ripley the source of his 
authority for the statement that 
Charles Moncky was the inventor. 
Mr. Ripley quoted “The Little 
Giant Cyclopedia and Treasury of 
Ready Reference,” published in 
1901, in which the information 
appeared that “Charles Moncky, 
the inventor of it, sold his patent 
for $2,000 and invested the money 
in a house in Williamsburg, Kings 
County, New York, where he now 
lives.” Mr. Schaphorst tried to 
verify the claim without success 
and now feels that the reproduced 
item proves the Monkey Wrench 
has been in use for 100 years. 














WRENCH, SCREW. 
gust 17, 1835; patent extended May 14, 1849. 

In the drawings, Fig. 3957 denotes a side ele- 
vation; Fig. 3958, a vertical central section. 
The same Tetters refer to like parts in each 


e. 

A is the main bar; B, the nut fitted to a 
screw, cut on the two opposite edges of the 
main bar; C, a strap, which passes around in a 
groove formed in the nut B, and is riveted to 
the end of the slide-jaw D. The collar on the 
end of the nut B takes into a corresponding 
ayer in the slide D; E, the end of the main 

, Which forms the stationary jaw of the 
wrench; F, the handle. The nut is made to 
move freely in the strap C, and, by turning it to 


Invented by S. Meraicx, of Springfield, Massachusetts, and patented Au- 
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the right or left, the slide D is moved to any desired point on the main bar. 
The principal advantages —- by this wrench are, its simplicity of construction and consequent 
cheapness—its compactness, durability, and strength ; the size of the main bar being duly proportioned 


to the power applied, as will be seen in the figure. 











New Package For “Dog Skat” 


“Dog Skat,” animal repellent, is now 
offered in a new and more attractive 
package, which is lithographed. Dog 
Skat comprises solid chemical, packed 
in convenient tube equipped with wire 
hanger. Chemical, which is non-poison- 
ous, is decidedly offensive to dogs and 
cats but is said not to be noticeable to 
humans. End of tube is cut off and 
tube is hung upside down on shrub or 


evergreen, contents evaporating slowly 
and lasting an entire season. Offered in 
two sizes, listing at 15c. and 30c. Ham- 
mond Paint & Chemical Co., Beacon, 
N.Y. 
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AMERICAN SPONGE & CHAMOIS CO., INC. 


Now housewives learn for the first time what 
a wonderful household helper Nature pro- 
vided for them. Wherever water is used.... 
Anna Sponge has no equal. A dip and it’s 
wet ....a squeeze and it’s dry. No dripping 
ends to flop around. Compact and easy to 


47 ANN STREET. NEW YORK 


809 Montgomery Street 


San Francisco 









NATIONALLY 
ADVERTISED 





FULL COLOR 
DISPLAY SELLS 


ye 


Every Anna Sponge 






(genuine sponge) is wrap- 






ped in cellophane; has a 
handy hanger-tape—a great 
convenience feature. Order 
Anna Sponge through your 
wholesaler and put it on dis- 
play NOW... 
housewife has spring clean- 
ing on the brain. 


RETAILS at 
15e—25c—35c 
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HARDWARE 
CLOTH 


MADE FROM 


COPPER 
BEARING 
STEEL WS 


You can sell Superior 
Brand with the assur- 


ance that every roll is 
made from Standard 


size wire 


G. F. WRIGHT STEEL & 
WIRE CO. 
Worcester, Mass. 
POULTRY NETTIN 

CLOTH—C 


AND A 
CLOTHES + 











Known by 
All Shooters... 


HOPPE’S 
No. 9 


for Gun Cleaning 





Brings Them In 


Brings the right kind of customers 
into your store—sportsmen who are 
prospects for both shooting and fish- 
ing merchandise. Friendly prospects 
because of what this famous gun 
cleaner does for them. Be sure to dis- 
play familiar Hoppe’s No. 9 in your 
windows and on your counters now! 
HOPPE’S Cleaning Patches make 
gun cleaning easy and quick because 
they are just right in shape, size, ma- 
terial. This new product provides an 
extra sale for you to the same cus- 
tomers—and every man who shoots is 
. a customer. 

HOPPE’S Lubricating OIL keeps gun 
actions smooth—and rings up sales 
for you. Sell it to your regular am- 
munition customers. Sell it, too, for 
general household and office use. Pure; 
penetrating; won’t gum. 


FRANK A. HOPPE, Inc. 
2314-A North 8th St., Philadelphia, Pa. 
NEW YORK: Ed. W. Simon Co., Inc. 
302 Broadway 
LOS ANGELES: H. M. Bowlds 
108 West 2nd Street 



















ORDER NOW; 
Be prepared for 
getting business. 
See that your 
stock of Hoppe’s 
Products is com- 
plete. Your job- 
ber will supply 
you promptly. 




















“We Don’t Sell Him Either” | 


BUT--- 
MR. HARDWARE RETAILER:- 


What good does that do you? 


Wholesale Hardware distributors stra- 
tegically situated thruout the land, intelli- 
gently interested in your needs, have our 
correctly priced Tools, in the selling sizes 
and items only, all set up for conveniently 


offering to your public as values people 





are willing to pay ...and are buying... | 


offering a margin that brings you a profit | 


because you can sell these Tools. 


ASK YOUR JOBBER 


See our price-tags 
Note their helpful wording 


— our second century — 


The PECK, STOW & WILCOX CO. 


Southington, Connecticut 











Request SIMPLE X 
ROOFING NAILS With 
Your Prepared Roofing 
and Sheathing Materials 

Most 


manufacturers 
be glad to 


and 
will 
supply 
nails if re- 


jobbers 


these 
quested. 
roofing securely — 
their large 
heads prevent them 


from 





being driven 


SIMPLEX 


TRADE MARK 
REG. U. 8S. PAT. OFF 


through the roofing. 





Send for FREE Samples 


Notice they are solid one-piece, light 
shanks, with large area curved head— 
edge will not curl up when driven. Can 


be driven from any angle. Head resists 


rust. 

All lengths from %” to 244” for all kinds 
of work. Plain finish, or rust-proof 
cadmium coated. Packed in 100 Ib. kegs, 


also 5 lb. boxes for store stock. Please 
order from your jobber. Send for FREE 
samples. 


CRESCENT BRASS & PIN CO. 


Sole Manufacturers 
5770 Trumbull Avenue 
DETROIT MICHIGAN 
SSSSS>SSESESESESESESESE=E=ahah»=aph=_™—™»phaH=== 


100 


They hold | 


riveted 


Wholesalers Need Merchandising 
Department 


(Continued from page 49) 


method of getting this informa- 
tion into the dealers’ hands, more 
money could be put into promo- 
tional work for the dealer by the 
manufacturer. 

One reason for the success of 
the chains has been due to the fact 
that they have a very elaborate 
system of passing merchandising 
information along to their various 
stores. Each store manager has a 
certain latitude in judgment, but 
if you will go into a Sears Roe- 
buck or Montgomery Ward store 
in Tampa, Miami or any other 
place, you will find the stores 
uniform and the merchandising 
method the same except for slight 
variations to meet local condi- 
tions. This is due to the fact that 
all these methods of merchandis- 
ing have been studied and crysta- 
lized at headquarters and the in- 
structions passed on to the man- 
agers. 

I believe that part of the efforts 
being put into group buying, at 
the present time, could be put to 
better advantage in cooperative 
selling. In other words, a method 
of getting the selling information 
from the manufacturer through 
the jobber to the dealer. Some 
jobbers are doing it. It isn’t an 
expensive proposition. One sim- 
ple way to do is to have a sales 
promotion catalog, a_loose-leaf 
affair. In a small house where it 
isn’t possible to have a sales and 
promotion manager, the man who 





keeps up the catalogs can keep up 
such a book. 

Someone has defined merchan- 
dising as the art of passing mer- 
chandise from the manufacturer 
through the various channels to 
the consumer in a volume and at 
a price that will allow a fair profit 
for the handling and a fair value 
for the consumer. It doesn’t con- 
sist merely of buying merchandise 
at the cheapest price possible and 
offering it for sale. 

I believe if part of the effort 
put today by the jobbers in at- 
tempting to meet.chain prices was 
put into seeing that full informa- 
tion regarding the lines handled 
was placed in the dealers’ hands, 
returns would be larger for all 
concerned and that some means 
of accomplishing this end should 
be given very serious considera- 
tion by the jobbing and manufac- 
turing members. 

You will recall in Mr. Camp- 
bell’s talk, he emphasized the 
three very successful campaigns 
that his store had put on and you 
will also recall that he not men- 
tion chain store competition on a 
single one of the three items, al- 
though he has plenty of it. This 
was due to the fact that he and his 
clerks were given full information 
on the lines they were pushing so 
they could present them in an 
intelligent manner and therefore 
went out and sold them regardless 
of chain competition. 
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KOHLER QUALITY 
CURRY COMBS 


THE POPULAR 














LINE 


WE ALSO 
MANUFACTURE: 


PRUNING SHEARS 
GRASS SHEARS 
GARDEN SPADES 


SCREEN 
HARDWARE 


HOSE REELS 


FOLDING CHAIRS 


AND NUMEROUS 
OTHER SPRING 
‘AND SUMMER 
ITEMS. 


SEND FOR CATA- 
LOG AND FULL 
DETAILS. 
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With this new alarm, Popeye 
gets you up in the A. M. full of 
his own belligerent pep, fit to 
fight your way through the 
crowd! Metal dial, ivory sides 
and base with smart black trim. 
Concealed, pleasing-toned bell 
with top shut-off. Quiet, 30- 
hour movement. Retail, $1.50, 
and an interesting ‘“‘incentive’’ 
for an alarm clock display. The 
Popeye line also includes an 
attractive wrist watch retailing 
at $3.50. 









MAY 9, 1935 


CAPITALIZE ON THIS HERO OF 
MILLIONS OF "FUNNIES" FANS 


Here’s our strong-arm, 
spinach-eatin champion of 
the weak done in full colors 
on the silvered dial of this 
pocket watch. Around him, 
his faithful but fractious 
“crew,’’ with Wimpy at the 
second hand! Chromium 
case. Unbreakable crystal. 
Dependable movement. Ex- 
pose it to the fans at $1.50 
retail and watch the result! 


Prices slightly higher on the Pacific Coast 


THE 
NEW HAVEN CLOCK CO. 


NEW HAVEN, 
CONN. 


Topays MercHanpisinc Requires 


Wert Laindnexpensive Dispays 
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Here are two rough ideas of what can be done with RHC counter top 


equipment at only a few cents 
per running foot of display 
space. At left are the items 
which we supply for the pur- 
pose. 


This equipment will give you 
open displays that are aston 
ishingly easy to install—-en 
tirely flexible—easy to main 
tain and permanently attrac 
tive. 

The houses doing the most 
outstanding jobs standing be- 
hind the retailer recommend 
and use this equipment. 


If you are as yet unacquainted 
with these or our many other 
display items please write us 
today for catalog. 























An EXTRA $60.00 
s 

Coming In Each Month 
You can make approximately that 
much extra money each month 
renting out a SPEED-O-LITE 
Sanding Machine. You can also 

. make extra profits on sandpaper, 
brushes, varnish, lacquer, wax, 
shellac, etc., needed for floors. 
Dealers find our Sanding Machines 
easy to rent. The advertising we 
supply definitely assures success of 
the rental service, creating new 
customers and additional profits. 


The SPEED (Z)LITE 


Floor Sanding Machine 


It is light, easy to han- 
dle; requires no experi- 
ence, works close to 
corners; has a_ special 
ball-bearing motor guar- 
anteed against burn- 
outs. Built for many 
years’ service. Now is a 
good time for rentals. 
Our Sander costs less 
than most Dealers sup- 
pose and our Time Pay- 
ment Plan is especially 
interesting. Mail coupon 
now for full information. 


Lincoln-Schlueter Floor Mach. Co., 212 Grand Ave., Chicago, Ill. 


Please send us full information covering the new SPEED-O- 





LITE SANDER. [-] Interested in time payment plan. 
Name 

Address — 2 ; a Sy aaeeatelin ovate 
City iets Pea » a3 513,00 aa 
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EVANSVILLE 


GOOD SERVICE TOOLS 


ASK YOUR JOBBER 


THE EVANSVILLE TOOL WORKS, Inc. 
EVANSVILLE, IND. 











ARMSTRONG 


Tools for Home Workshops 


ACE 
Lathe Sets 









‘© 3 Turning Tools 
2 Cutting-off Tools 
Tool 
Boring Tool 
Threading Tool 
with High Speed 
Stee! Cutters and 
Blades, and 2 
Wrenches in Fit- 
ted Steel Case. 


& 
‘ 
a 
. as 
a) 


Does E very Lathe 


Operation 
The ACE Set provides the proper tool for 
every metal-cutting lathe operation. De- 
signed and manufactured by ARMSTRONG, 
makers of the lathe tools used in over 96% 
of the machine shops and industrial plants, 
ACB Tools far surpass in quality and finish 
those ordinarily sold for home workshops, 
still are priced to meet all competition. 
Sold by hardware stores 


everywhere, individually or 
Pri in the Lathe Set — ACE 
riced to TOOLS can make_ you 
P ““Homecraft Headquarters” 
meet all in your community. Display 
competition them prominently. Invite 


comparison. They will sell 
themselves and your store. 
Write for Counter Circulars 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., CHICAGO, U.S.A. 

New York Sales Office: 109 Lafayette Street 
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Magic Eye Comes to the 
Hardware Store 


(Continued from page 84) 


In actual operation, the doors 
open quickly to approximately a 
wide open position, pause at the 
full open position, after which 
closes with a gentle checking mo- 
tion. The operator is designed 
so that it may be adjusted for 
slow openings if preferred. 

The equipment is produced by 
the well known Stanley Works, 
Electric Door Division, New Bri- 
tain, Conn., which also produces 
other types of door opening de- 
vices—swinging, sliding, swing-up 
and roll-up garage doors and 
operating equipment for gate. 

Phil Levin, of the Franklin 
company, describes the reactions 
of some of those who came to the 
store after the door opener had 
been installed. Once a person 
had learned that an intercepted 
beam of light opened the door 
without his touching it, he usually 
wanted to stand and watch, with 
a superior air, the uninformed 
pass through. Many who did not 
bother to learn the why and where- 
fore of the invention, seemed 
equally superior once they had 
tried it. They would walk through 
with a chesty attitude. People 


carrying bundles in both hands 
would smile with pleasure at the 
obliging door; some thought it 
had been opened by a clerk inside. 
Standing on the sidewalk and 
watching the people one noticed 
them explaining it to their friends, 
who, no doubt would make an 
evening’s conversation at home 
about it. More inquisitive pa- 
trons, particularly among the 
mechanically interested men, 
would try to see what made it 
work. Few not understanding the 
principle of the electric cell could 
make anything of it. The operat- 
ing mechanism is all out of sight 
and even the beam of light is not 
visible in daylight. 

Mr. Levin decided upon the in- 
stallation of the magic eye as a 
means of attracting attention to 
the store and also to bring to 
the attention of builders and own- 
ers of large buildings that it is a 
modern equipment that will be 
popular if not necessary in the 
future. Already he has had hotel 
and office building owners look- 
ing it over. From the standpoint 
of his own trade he feels it will 
be a good investment. 





Introductory Display 
Of Sesamee Padlocks 


The introductory Edsel containing the 
new assortment of Sesamee Keyless Pad- 
locks provides shackle lengths and finishes 
for almost every padlock application: 
garage and barn doors, factory and mill 





steel 
bags, R. F. D. mail boxes. 
particularly adapted for bicycle use. 
435 is particularly useful for locking out- 


lockers, for golf bags, kit 
No. 415 is 
No. 


gates, 


board motors to small boats. Padlocks 
have base made of an alloy of rustproof 
metals, mechanism of hard brass, shackle 


of hardened steel, heavily plated and 
locks at both ends. The Sesamee Co., Box 
1440, Hartford, Conn. 


Winchester Folders 


Winchester has issued a folder on Win- 
chester Skeet guns of all types. Includes 
illustrations in large size of Winchester 
Skeet guns as well as pictures of Skeet 
championship events. There are color re- 
productions of boxes of Winchester Ranger 
and Repeater Super Speed Skeet Shells, 
with descriptive text and close-up photos 
of Winchester guns used by well-known 
champions. A booklet entitled “Supreme 
Leadership” is devoted to the model 52, 
.22 Rim Fire Sporting Rifle. It contains 
16 pages, each 4% by 6 in., with five illus- 
trations of the rifle. The rifie is described 
in minute detail in the language every 
rifle lover understands. A page is devoted 
to sight adjustments, and a table enables 
the shooter, once he has zeroed his rear 
sight, to make the proper alterations for 
various ranges without the need of firing 
sighting shots. The booklet is known as 
No. 1321. Winchester Repeating Arms Co., 
New Haven, Conn. 
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Summer campers, filling sta- 
tions, users of gasoline stoves, 
boat owners, farmers—all cus- 
tomers for you. 


Flexible spout takes place of 
funnel and permits filling tanks 
where the aperture may be ob- 
structed. Empties rapidly with- 
out spilling a drop or allowing 
part of contents to remain in 


can, 





ASK YOUR 

JOBBER'S DETACHABLE 
SALESMAN TO FLEXIBLE SPOUT 
SHOW YOU OUT-OF-THE-WAY—YET HANDY 


Spout coils into position on 


HIS CATALOG breast of can and is held se- 


curely in place by flexible brass 


clips as illustrated above. Note 
PAGE ON THIS also handy grip cap with wide 
NEW ITEM 


mouth filler opening. Set this 
can out in front of your store 
and it will sell itself. 


EAGLE MANUFACTURING CO., Wellsburg, W. Va. 








Retails 


a 


A Big 
Profit 
Item 











PEP-UP SHOWER 
Portable e All Brass 


The PEP-UP Hose Connection SHOWER can be hung 
anywhere for immediate use. Fastens with two nails or 
screws. Complete, practical shower equipment that is 
both portable and adjustable. Made of high-grade brass, 
nickel plated. Packed individually in attractive two- 
color box, one dozen to carton. Counter display fur- 
nished. Used in basements, yards, summer camps, locker 
shower rooms, industrial plants. PEP-UP will pep up 
your sales. Sold by leading jobbers. 


The Schaible Foundry & Brass Works Co. 


Box 82 Station F —_ Cincinnati, Ohio 














You can help her 
beautify her home 


in every town, it is the wife and mother who is con- 
tinually trying to make the home more attractive. She 
represents some eight million modern families—a tre- 
mendous market for 


Moore Push-Pins 


Aluminum or Glass Heads, and 


Moore Push-less Hangers 


to hang up pictures, 
photographs, mirrors, 
summer curtains and 
other decorations with- 
out marring wall paper 
or wood work. 

Place our new Revolv- 
ing Cabinet, containing 
72 Packets where every 
woman will see it. Sales 
will follow. Ask your 
Jobber for one. 

Also give her a copy of our 
Booklet, “The Home Beau- 
tiful”—imprinted with your 
name. Will bring new 
business to you. Write 
for a supply. 


MOORE PUSH-PIN CO. 


113-125 Berkley St., PHILADELPHIA, PA. 
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ABRASIVE PRODUCTS, Inc. 


SOUTH BRAINTREE, MASS. 


JEWELOX 
ABRASIVE CLOTH 


for cutting hard metals. Pure 
aluminum oxide grains, strong, 
specially woven cloth backings, 





combined with strong cattle hide 
glues. 


Jewelox Ready Rolls 


MORE PROFITS FOR YOU 


More Satisfaction for Your Customers 


SUPPLIED IN ALL STANDARD GRITS 
AND IN ALL SHAPES AND SIZES 


Sheets: 9” x 11”. 

Rolls: All widths to 28”. 
Ready rolls on spools. 
Endless Belts. 


Discs, cones and bands. 



















So. Braintree, Mass. 
(H.A.-2) 


Abrasive Products, Inc. 
Send us a copy of your catalog. 
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ASK YOUR JOBBER 


ABOUT THE 


“" PARKSIDE ” 





—the universal nozzle type sprinkler. Here 
is a sprinkler which can be instantly adjusted 
for any desired type of sprinkling—a fine mist 
for new grass and delicate flowers, various 
sprays for lawns and gardens, streams for 
shrubs, revolving or stationary sprinkling. 
Attractive with a red and black finish and 
polished brass, this sprinkler is another W. D. 
Allen leader for 1935. 


SEND FOR erg h Rey free copy of the 

ig /. D. Allen Mfg. 
THIS BOOK Co. catalog — nearly 100 
Sprinklers, Sprays, Nozzles and kindred items 
fully described. Sent to you promptly upon 
request. 


W.D. ALLEN MFG. CO. 


566 WEST LAKE ST., CHICAGO, ILLINOIS 


69 WARREN ST., NEW YORK, NEW YORK 


Don’t Let It 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 
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Classified Opportunities Dept. 
239 West 39th St, New York City 
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' Homeworkshop Department Profitable 
To Blue Ribbon Winner 


(Continued from page 33) 


see the versatility of the machines 
and how easily and quickly they 
can produce many attractive and 
useful articles. 

Similar demonstrations of 
power tools also have been staged 
at the Allentown Fair for the past 
two years. As the fair is held 
late in September, the demonstra- 
tions staged underneath the grand 
stand for the week of the fair 
have given timely impetus to the 
demand which reaches its natural 
peak in the fall and _ winter 
months. To promote the line as 
holiday gift merchandise, a spe- 
cial demonstration was arranged 
prior to the Xmas holidays. The 
special setting for the holiday 
demonstration was a “Santa 
Workshop,” with a background 
in appropriate colors and with 
power tools surrounded by dis- 
Santa in costume 
made colorful wooden toys and 
hundreds of people stopped to 
watch Santa at work. 

The store has been unable so 
far to make the provision it is 


plays of toys. 


sure would be an advantage for a 
more prominent display of the 
line within the store. At present 
the interior display is located on 
a balcony which completely en- 
circles the main sales floor. While 
this location has the advantage of 
being away from the distractions 
of the main sales floor, its disad- 
vantage is in that the display is 
not as conspicuous as would be 


desirable and a solution to this 
problem is now being sought. 

While the largest percentage of 
the firm’s power tool sales are 
made to homeworkshop enthusi- 
asts, an estimated 40 per cent of 
the volume is accounted for by 
professional and commercial 
users, including auto body shops, 
cabinetmakers, battery _ stations, 
and factories of various types. 
The manual training shops in 
some of the local schools have 
also been equipped with power 
tools by the store. Accessories are 
estimated to account for about 
one-fourth of the volume in the 
line, and special panel boards 
have been arranged to display 
sundry equipment to best ad- 
vantage. 

It has been the store’s experi- 
ence that the power tool usually 
purchased first is either a circular 
saw or a combination saw and 
jointer unit. A drill press is gen- 
erally the next tool to be acquired, 
then a lathe. By this time the cus- 
tomer’s shop is fairly completely 
equipped, although many shops 
are much more elaborately out- 
fitted, and new additions and im- 
provements can always be added 
with good effect. By far the larg- 
est part of the firm’s power tool 
business is done on a cash basis, 
although a minor portion of the 
volume is sold on installments to 
purchasers who can offer satis- 
factory credit references. 








Foot accidents avoided by changing position of wheels on platform trucks. 


If end wheels on platform trucks were placed back about six inches so that they 
would not be so close to the edge of the truck it would be possible to eliminate 
many foot accidents. 
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Antique Bronze 
Brass - - - Copper 


HANOVER 














Stainless Steel 
Special Alloys 
Aluminum 





Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CoO. 


Hanover Pennsylvania 








baker brush co. 


87 GRAND STREET NEW YORK 








PPEAL 


N the struggle for existence, 

which has been man’s lot ever 
since Eve tempted Adam with an 
apple, the illusion of color and 
form has always played an im- 
portant role * Today, in the fierce 
struggle for counter space and 
consumer attention, color and 
form play just as important a 
role in the life of any commodity- 
PAINT BRUSHES are no exception! 
So to win eye attention 
and consumer approval, 


BRUSHES by BAKER are 
designed with sex appeal. 








Inc. 











Business must be regu- 
lated as well as traffic. We stopped 
you just long enough to tell you that 
copy for your Classified Opportuni- 
ties advertisement together with 
your remittance must reach us at 
least 13 days before publication date 
to insure insertion. 


Go to it! 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.+ New York, N. Y. 











KILLS APHIS 
on ROSES 


Aphis or plant lice will seriously injure roses 
this year unless proper spraying is prac- 
tised. 

Tell your customers to look on the under 
side of the rose leaves or on tender new 
shoots for small green insects. These are 
aphids. Due to their habit of drilling be- 
neath the surface and sucking the life out 
of the plant, aphids cannot be killed with 
stomach poisons such as arsenate of lead 
or paris green. The double killing action of 
“Black Leaf 40’’ by fumes and by contact 
will control these pests. Directions on the 
bott’'e. Safe — sure —economical. Satisfy 
your customers—sell them “Black Leaf 40.” 


HAS MANY USES—KEEPS DOGS AWAY 
“Black Leaf 40’ is versatile. A little “‘Black Leaf 40°’ mixed 
with water and sprayed on the lower branches of shrub- 
bery and evergreens will prevent dogs from staining and 
marring them. “Black Leaf 40’ kills poultry lice and 
feather mites. Kills ticks and lice on sheep and lice on 
other live stock. 


A STEADY REPEATER 


The many uses of “Black Leaf 40” nationally advertised 
in over 200 publications have created a steady year ’round 
demand. The excellence—the efficiency of “Black Leaf 40” 
—satisfies old customers and makes new ones for you. Get 
your share of ‘“‘Black Leaf 40” business. Check your stock. 
Are you carrying enough ‘“‘Black Leaf 40’'? Is your assort- 
ment of sizes complete? Your jobber carries ‘Black 


Leaf 40.” 
FREE DISPLAY KIT 


Contains counter displays, booklets, spray charts, dealer ads 
and other sales helps. Ask for this material. 





Tobacco By-Products & Chemical Corp. 


Incorporated 


LOUISVILLE, KENTUCKY 
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2 Big Sellers 
for Spring Repairs 
024 Glass Cutter 


The Glass Cutter that CUTS 
—The cutter that glaziers 
prefer—the cutter that makes 
amateur glass cutting less 
of a losing gamble with 
breakage. 


No. 9 Sandpaper Holder 


One of the best sellers in new 
small tools for general use in 
the hardware and paint trade 
this spring. Retaiis for 25¢ 
—and every customer needs 
at least one for household, 
garage or shop use. 





LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 


GLASS CUTTERS - GLAZIERS’ POINTS - GLASS PLIERS 
PUTTY KNIVES - WOOD SCRAPERS - LAWN SPRINKLERS 


THIS outstanding leader 
means additional fan sales 
for you. If you do not have 
Signal’s 1935 Fan Presenta- 
tion, write for it immediately. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 








W. D. BIGGERS 


(Continued from page 64) 


after that, I would ask him if they 
still manufactured those artistic 
doors. His answer was always 
laconic. He would say: “Don’t 
they sell? Don’t people like 
them? It is my duty to give the 
people what they want.” Will was 
a quiet fellow. He did more listen- 
ing than talking, but often, in his 
quiet way, he would kid some fel- 
low manufacturer. Sometimes this 
manufacturer was not aware of 
the fact that Will was pulling his 
leg. In many of his remarks and 
observations Will reminded me of 
Calvin Coolidge. Do you remem- 
ber the time Coolidge went to 
church and when he returned to 
the White House his wife said, 
“Well, Cal, what was the sermon 
about today?” “Sin,” replied the 
President. “What did the preacher 
have to say about it?” inquired 
his wife. “He was against it” was 
Cal’s reply. 

Will Biggers was very active in 
the work of the American Hard- 
ware Manufacturers Association 
for many years. He was on the 
Executive Committee in 1917, was 
vice-president in 1919, and presi- 
dent in 1920. Since then he was 
a member of the advisory board. 

Will Biggers was the kind of 
man this country sorely needs. He 
was true to every obligation. He 
was most appreciated by those 
who knew him best. He led a very 
happy life. His ‘good wife sur- 
vives him. I also knew her as a 
schoolgirl, and it is out of her 
type that good wives are made. 
She and Will raised sons and these 
sons have been successful. Will 
taught his sons by his own exam- 
ple, and that is an exceedingly 
hard way in which to teach sons. 

Some may say I am writing 
rather lightly about my old friend, 
but I am writing this “apprecia- 
tion” as I know he would want it. 
He had a long life, a happy and 
successful life. He leaves his fam- 
ily the best heritage of all—an 
honorable and respected name. 
What more could be added? If 
he had lived, it would have meant 
just a few years more, according 
to the span of years allotted to 
man. What sorrows might have 


come to him in those years no one 


knows. 

It may be fitting for me to close 
this article about Will Biggers 
with a letter sent by him to me on 
January 24, 1933. Here it is: 
“My dear Sank:— 

Your article in Harpware AGE 
last week interested me very much, 
particularly the paragrapii regard- 
ing “encouragement” and your ref- 
erence to our old friend © No. 8” 
(Mr. E. C. Simmons). How many 
times we have enjoyed reading his 
salesmen’s letters, as well as his per- 
sonal letters. 

No matter how much criticism he 
had to give, he always wound up his 
letter with a word of encourage- 
ment. This, I think, as you have so 
well expressed, was one of the rea- 
sons for his great success. Hardly 
a day passes that I do not recall 
some of the many helpful sugges- 
tions we received from him. 

On March Ist, it will be just fifty 
years since I left the old Central 
High School at St. Louis and went 
to work for E. C. Simmons and I 
have never ceased to be grateful for 
the experience I had with the old 
house and the helpful influence 
Mr. Simmons had on all of us. 

While of course many of us look 
back gratefully to the help and en- 
couragement given us by Mr. Sim- 
mons, I just want to say to you that 
your weekly letters in HARDWARE 
AcE have, I know, been of tremen- 
dous help and encouragement to 
hundreds who have had the oppor- 
tunity to read them. While you 
haven’t the, close personal contact 
with your readers that we had with 
Mr. Simmons, yet I know that you, 
too, have had a wonderful influence 
upon men in the hardware trade.” 

Here is what I[ said to him in 
reply: 

“My dear Will:— 

I know you think about “No. 8” 
just as I do. Often as various busi- 
ness problems have come up before 
me I have thought, how would “No. 
8” settle this? Just this thought has 
often cleared the atmosphere. One 
thing I know and that is he was 
always patient even with people’s 
weaknesses. Many a time when J 
have felt like going at some poor 
devil pretty hard I thought of “No. 
8” and then have written a more 
gentle letter. You and I were very 
lucky to have been trained under 
such a great master in the art of 
merchandising. 


HARDWARE AGE 
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CA7450 
SPACE SAVING 
GARMENT HOOK 








W HERE an or- 
dinary hook may 
not catch the 
eye of the cas- 
ual customer, 
the Champion 
space saving 
hook will stop 
him. It is strongly made, supplied in antique copper, 
satin brass or nickel finish. It is attractively displayed 
on a golden yellow card and will prove a profitable 
item to sell. This is a fast turning item for all seasons 
of the year. 

Order No. CA7450 or see page 245 in Champion 
Catalog No. 17. 


Ghe CHAMPION 
HARDWARE COMPANY 


152 PLEASANT AVENUE 
GENEVA - OHIO 



























STAR 


M@L Y 


Sell best because known best. You 


Star "Moly" hack saw blades— 
hand and power—outcut, outlast 





Ww CLEMSON BROS., INC. 


MIDDLETOWN, N.Y. 
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chanics know it. Sell Star—the 
don't have to convince buyers that fastest-moving, most profitable 
line of hack saw blades you ever 
stocked. Sold only through Hard- 
and outclass all rivals. Good me- = ware and Mill Supply Distributors. 


allational Advertisin 
| Helps You Sell 





FOWLER & UNION 
ADVERTISEMENTS WILL BRING 

CUSTOMERS TO YOU THIS SPRING 

They want the finest nails from America’s 

oldest Horse Nail manufacturer—the black- 

smith’s favorite for over 50 years—and they 

want the box tops to send back to us. 

Order from your jobber. 


Fowler & Union Horse Nail Co., 1000 Military Rd., Buffalo, N. Y. 


Te) Sa 
2,35 CROWN” UNION 


Pan? IN NEW COLORED BOXES 


For 80 years— 






DEVLIN 
Climax Union 


in <LI> 


Manufacturing Co., Inc. 
Burlington, N. J. 
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BIGGER PROFITS 
FROM 
INSECTICIDE SALES 


Real profits ars assured when you 
ell Hammond products First, 
because the profit margin is the 
largest allowed on any other na- 
tionally advertised line. Second, 
because they are backed by 60 
years of successful use. Third, be- 
cause several millions of people are 
reading Hammond advertisements 
in garden magazines, Sunday news- 
papers and farm papers 
NO-CROW 
Bird and Animal Repellent 
Advertisements now appearing in 
farm papers Stock it immedi- 
ately; we'll make quick shipment 
SLUG-SHOT 
2 Forms—Powder and Liquid 
Combines Pyrethrum, Rotenone, stabi- 
lized by our own patented process, to- 
gether with an effective fungicide 
GRAPE & ROSE DUST 
Used by professional florists and amateur 
rose growers. A preventive against Black 
Spot and Powdery Mildew on Roses. 
DOG SKAT 
4 sensational seller. Keeps dogs and cats 
away from choice plantings. Comes in tubes, 
retailing at 15¢ and 30¢. 


Write for prices, dealer discounts and 
1935 merchandising program. 





HAMMOND PAINT & CHEMICAL CO. 
46 Ferry St. 


Beacon, N. Y. 


— 
LAWN SPRINKLER 


LAST CALL 


If you cannot get a 
supply of the new 
Premax Floating 
Head _ Sprinklers 
that are guaranteed 
for a lifetime of 
service, write or 
wire us. direct. 
We'll see that your 
stock is shipped in 
time to get the 
profits on this sea- 
son’s business. 


PREMAX SALES DIVISION 





Allow me to congratulate you on 
your fifty years in the hardware 
business. Just as you did, I left the 
old Central High School in St. Louis 
and went to work for Mr. Simmons. 
That was in April, 1881. My ser- 
vice in the business is just a little 
longer than yours. Every now and 
then I receive a letter from some 
fellow who tells me that I have 
helped him in his career, and noth- 
ing, not even money, has been of 
more satisfaction to me than this 
feeling that as I have passed through 
life I have been of some service to 


my fellow travelers. I cannot under- 
stand some men, when all of us 
know that the days of our lives are 
numbered, that we soon will have 
to pass on, acting as if they ex- 
pected to live forever. When it 
is all over, what is left—nothing but 
the memory that remains of us in 
the minds of others. It seems to 
me almost any man would prefer 
pleasant memories of himself to 
bitter ones.” 

The world is better for the life 
of Will Biggers—he wrought 
worthily by precept and example. 





Remington Issues Skeet and Trap Booklet 


Containing complete working draw- 
ings of traphouse construction, trap in- 
stallation and layout of grounds Rem- 
ington’s “Skeet and Trapshooting 
Equipment” booklet is for free distri- 
bution. [Illustrated with pictures of 
prominent skeet shooters and_ trap- 
shooters and well known shooting lay- 
outs from all sections of the country. 
Contains information of value to the 
beginner in the sports of shotgun shoot- 
ing as well as full instructions in gun 
handling for different angled targets. 
How and where to install a skeet field 


and how to conduct the program, with 
every shot explained, is found in the 
booklet. Equipment for skeet and 
trapshooting is pictured and a chapter 
is devoted to target shooting with the 
handtrap. Remington and Parker skeet 
and trapshooting guns and Remington 
Kleanbore shotgun ammunition are pic- 
tured in full colors. Chamberlin traps 
and Blue Rock targets, electrical vari- 
able timers for skeet and the Reming- 
ton automatic handtrap are also shown 
with full details. Booklet postpaid by 
Remington Arms Co., Bridgeport, Conn. 





CONVENTION CALENDAR 


36TH ANNUAL Congress of the Na- 
tional Retail Hardware Associa- 
tion, Hotel Statler, Detroit, Mich., 
June 17 to 21 inclusive, 1935. 
Managing Director, H. P. Sheets, 
130 East Washington Building, In- 
dianapolis, Ind. 


ARKANSAS Retail Hardware Associa- 
tion Annual Convention and Ex- 
hibit, Hotel Marion, Little Rock, 
Ark., May 21 and 22, 1935. G. L. 
Turner, secretary, 322 E. Mark- 
ham St., Little Rock, Ark. 


Mississippi Retail Hardware & Im- 
plement Association Annual Con- 
vention, Buena Vista Hotel, Biloxi, 
Miss., June 11 to 13, inclusive, 
1935. John F. Jennings, secretary, 
307 Standard Life Bldg., Jackson, 
Miss. 


New York Housewares Show, Penn- 
sylvania Hotel, New York City, 
July 10 to 19 inclusive, 1935. Flo. 
English, secretary, Hotel Pennsyl- 
vania, New York, N. Y. 


SouTHEASTERN Retail Hardware and 
Implement Association Twenty- 
first Annual Convention and Ex- 
hibition, City Auditorium, Atlanta, 
Ga., May 7 to 11 inclusive, 1935. 
H. M. Simmons, secretary, 317 
Ten Forsyth Street Bldg., Atlanta. 


Tue Harpware Association of the 
Carolinas Annual Convention, Ho- 
tel Charlotte, Charlotte, N. C., 
June 11 to 13 inclusive, 1935. Ar- 
thur R. Craig, secretary, 803 
Commercial Bank Bldg., Char- 
lotte, N. C. 


Tue Retam Hardware Association 
of Alabama Annual Convention, 
Gay-Teague Hotel, Montgomery, 
Ala., May 16 and 17, 1935. J. H. 
Crowe, secretary, 410 N. 21st St., 
Birminghan, Ala. 


TripLe CoNVENTION—Southern Sup- 
ply and Machinery Distributors’ 
Association; American Supply 
and Machinery Manufacturers’ 
Association, and National Supply 
and Machinery Distributors’ As- 
sociation. Carolinas Hotel, Pine- 
hurst, N. C., May 14-16 inclusive. 
Southern Association Secretary- 
Treasurer: Alvin M. Smith, care 
Smith-Courtney Co., Richmond, 
Va. American Association Secre- 
tary-Manager: R. Kennedy Han- 
son, 604 American Bank Bldg., 
Pittsburgh, Pa. National Associa- 
tion Secretary-Treasurer: George 
A. Fernley, 505 Arch St., Philadel- 
phia, Pa. 


HARDWARE AGE 
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TOP-OFF JAR OPENER 





Instantly loosens stubborn 
caps and covers which screw 
on tops of mason, preserve 
and mayonnaise jars; ketchup 
or olive bottles, etc. Metal 
parts are bright nickel. Ad- 
justs to all sizes. Packed in 
dozen lots in display carton. 
Assorted handles in green, 
blue and yellow. 





EDLUND CO., Burlington, Vermont 


Manufacturers of 


Can Openers, Eggbeaters, Bottle Openers, Knife Sharpeners 





| 





ENTERPRISE Aluminum 
PRESERVING KETTLE 





A STEADY SELLER FOR 
THE NEXT 5 MONTHS. 


But—display this big value item right now for straw- 
berry and cherry preserving season. Makes a fine cook- 
ing kettle for campers or bulk cooking in restaurant 
and hotel kitchens. 

Available in ten, twelve, four- 
teen, sixteen and eighteen 
quart sizes. Colorfully labeled j,o¢ supply you write 


to attract attention. Popularly us for list of jobbers 
priced. who carry a stock. 


THE ENTERPRISE ALUMINUM COMPANY 
MASSILLON, OHIO 


ORDER FROM YOUR 
JOBBER. if he can- 


Originators and Manufacturers of 
the DRIP-O-LATOR 














Stock 


‘and Profit with 


UALITY 
Product 


LOOK FOR THE ‘ “nee” a Pies PROTECTION AGAINST SUBSTITUTION 
Straitline 
~ Ah 8 


LIGHT 
14-16-18 Mesh 

rr. Alter » DARK 

Weaving 


* 14-16 Mesh 





+ the number 
PREFERENCE a enenad opened err cele, ad the cen 


testify to the soundness of our adherence . a 
Cet Ay det ry arte a 


The Gilbert & Bennett Mfg. Co. 


Established 1818+ America's Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth | in all Meshes | and Gauges 
Mew York City Georgetown, Conn. 


1935 








A BIG HELP 


Dealers have no trouble selling Frantz No. 40 Garage 
Door Hardware. The reason is: This little set was de- 
signed to fit the pocket book of ihe mass market and at 
the same time offers all the advantages of elaborate, 
expensive sliding-folding equipment. Profits from the sale 
of the No. 40 have been a big help to others—why not 
go after your share? Write for complete information 
and prices. 


FRANTZ MANUFACTURING CO. 
Sterling, Illinois 





I Gumanteed BUILDERS HARDWARE 
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20 Ib. spools 


GARDINER ACID 
| 


-CORE SOLDER 


combines quality. con- 
venience and economy in 
a handy household pack- 
age which 


RETAILS AT 18¢ 


—a price that meets chain 
store competition and still 
permits normal profits. 

Its high quality and 
low price assures satis- 
fled customers. 

Pa in attractive 
cans—10 cans in a dis- 
play box. Your jobber 
can supply you. 


GARDINER METAL CO. 
4821 So. Campbell Ave., Chicago, Ill. 











TIPPIT DOOR HOLDERS 
No. 2 Length 4%”—reach 2” 
No. 4 Length 6”—reach 4” 


Cast malleable iron, brass 
bronze. 


All Finishes. 
SUPERIOR DOOR 
HOLDERS 


No. 1 Length 54%”— 
reach 144” 
No. 2 Length 7”—reach 1%” 
No. 3 Length 9”—reach 2%” 
Cast grey iron-brass-bronge 
All finishes 





Superior Spring Hinge Co., 548 Lake St, Chicago 











Write for 
The Clevelan 





26”x12” 
x11” 
deep from heavy gauge 


STEEL MORTAR HODS 


No dripping onto 
the user’s back. 


Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
reinforced. The 
fork is pressed 





steel. 


rices. 

Wire Spring Co. 
E. 38th St. and Hamilton Ave. 

é ee Cleveland, Ohio *® — 














S 





in few minutes. In boxes 


Write for Circular, Prices. 


Armstrong-Bray & Co. 
304 N. Sheldon St., 
Chicago, U. S. A. 


TEELGRI 


Belt Lacing 


ALL YOU NEED IS A HAMMER 


A better lacing made to Amer- 
ican standards, that you can 
recommend for all garage, 
farm and shop uses. Breaks 
to width. Put on with hammer 


“Handy Packages.”’ Profitable. 


or 















° 
a| Have 








ROCHESTER 
SASH BALANCES 


over FORTY 


o | YEARS’ EXPERIENCE 
built into them. Quality 
and satisfaction assured. 


° Write for prices. 


Rechester Sash Balance Co., Ine. 
Rochester, N. Y. 








Your Financial Statement 


(Continued from page 48) 


the whole mass. We differentiate 
between the economic prices and 
different kinds of business so when 
we get through, we get a picture 
like the one I have for this particu- 
lar group, based on_ twenty-nine 
companies within the association. 

For these twenty-nine companies 
(members of the S.H.J.A.), for 
every $100 of total assets they show 
$4.64 cash; $28.50 of receivables; 
$38.80 of merchandise; $2.67 of 
marketable securities; and miscel- 
laneous current assets of 68 cents; 
total current assets $75.29. Plant 
and equipment $16.32; deferred ac- 
counts 49 cents; miscellaneous 
$7.90. Total current assets $75.29 
and total fixed assets of $24.71 
makes the $100. Of the liabilities, 
there is due to banks $5.75; due to 
trade $8.55; accumulated taxes or 
tax reserve 91 cents; miscellaneous 
current liabilities $1.09; total cur- 
rent liabilities $16.30. Funded debt 
to cover mortgages and that sort of 
thing $4.44, making the total debt 
$20.74. Reserve for bad debts and 
whatnot 64 cents; net worth $78.62. 

Now, if you find a single jobber 
hardware company in which the 
current debt, for example, is 25 per 
cent or 30 per cent of his total state- 
ment worth, then he is $9 top heavy, 
because he is showing $9 more debt 
than the trade as a whole is show- 
ing, and he is under that overload 
of interest which he has got to meet 
under pressure of his creditors 
which he can’t evade, by $9 more 
than the trade as a whole, and more 
than that as compared to the best 
in the trade. 


So we now make it possible for 
any individual banker or any in- 
dividual dealer to have some kind 
of knowledge of it, not what some- 
body thinks the trade shows or 
should show or perhaps could show 
but what it actually did show. 


Twenty-six of these companies re- 
ported sales per hundred dollars of 
stock at $150.41 average. And here 
is a very interesting thing this year. 
Out of these twenty-six companies, 
twenty-four reported operating fig- 
ures and every one showed a profit, 
and the profit was $5.33 for each 


net worth for each hundred dollars 
of debt was $379. 

We don’t take those figures just 
arithmetically. We have a process 
of eliminating undue influence of a 
few large companies or the undue 
influence of a few very strong com- 
panies to get what we call a selected 
figure, and the ratio on this selected 


figure in Southern hardware showed 


profits on sales of 4 to 1 exactly. 

Now, we arrange these different 
ratios in three columns, three statis- 
tical columns and call them the 
lower quartile, the median, and the 
upper quartile. First of all you ar- 
range the series with the small one 
here and the smaller ones here, at 
the top and bottom according to 
size. The lower quartile is the 
point in that series below which only 
25 per cent of the companies show 
a proportion. In the lower quartile 
of this group the current ratio was 
300, or three for one; that is, only 
25 per cent of these companies or 
seven companies showed a current 
ratio of less than three to one. Half 
of them show a current ratio of 440 
and the other quarter showed a 
ratio of ten to one. 

Now, when you are measuring up 
a jobber hardware man on that kind 
of data, or when he is measuring 
himself on that kind of data, he 
knows pretty well whether or not 
he has a set-up as strong as his 
competitors, or whether he is labor- 
ing under an overload of interest 
or improper financing, or defective 
selling and must improve his sales, 
and he knows what he has done. 

For example, 25 per cent of these 
companies show their sales for each 
hundred dollars of inventory on 
their statement for the year at $250 
for each hundred dollars of inven- 
tory. The lower 25 per cent. are 
turning their inventory over two 
and a half times. Half the group 
showed sales of $400, and 25 per 
cent showed sales of better than 
four and a half times the inventory. 

In profits, the lower 25 per cent 
showed profits of their net worth 
of 3 per cent or less. Fifty per cent 
showed 7 per cent or better, and 25 
per cent 8 per cent or better. 

On sales, 25 per cent showed 2 





Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 


per cent or less; 50 per cent showed 
3% per cent or better, and 25 per 
cent showed they made 5 per cent 
on sales or better. 

Now, that is not opinion; that is 
cold turkey; those are absolute facts 
taken from studies of twenty-nine 
statements. 

On the operating figures, using 


hundred dollars of assets. The 
profits on net worth were 6.7 per 
hundred dollars. The profits on 
sales were 3.5, by arithmetically di- 
viding the current asseys of the 
whole twenty-nine by the current 
profits on sales. The selected ratio 
was 4.6; 4.6 times as much assets 
as there were current liabilities. The 


of this steady business? 


JOHNSON’S LABORATCRY, Inc. 
Worcester, Mass. 
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**Never Lets Go” 


ALLIGATOR 


TRADE MARK REG.U.S. PAT. OFFICE 


STEEL BELT LACING 











For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is 
stocked by lead- 
ing jobbers and 
listed in their cat- 
alogs. Not sold 
by mail order 
companies under 
its own or any 
other name. Spec- 
ify “Genuine Al- 
ligator Steel Belt 
Lacing.” Order 
through your 
jobber. 











FLEXIBILITY 








LALLA 


PROTECTION OF 
BELT ENDS 














Sole Manufacturers 


FLEXIBLE STEEL LACING CO. 

4616 Lexington Street Chicago, Illinois 

In England at 135 Finsbury Pavement, 
London, E.C.2 





SMOOTH ON 
BOTH SIDES 











Accept No 
Substitutes 














SPRAYERS 


ELECTRIC COMPRESSOR 
OUTFITS COMPLETE 
List as low as 
$20 and $14 “irre 


Others $5.00 and up. Auto power sprayers list from 
$2.60 up. Speedy sprayers are professional type for all 


general painting, varnishing, etc. Low cost makes sell- 
ing easy. Built right for long life. 
Dealers: Write for complete details, prices and 


discounts. 


W. R. BROWN CO. 


2014 N. Major Ave. 
CHICAGO 
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Right in 





| ature on the products listed 
| herewith—if you haven’t an 
| ample supply, write us. You 


| new Stewart catalogs for use 





@® ARCADE CRAFTMASTER 


The New Homeworkshop 
Receiving a Royal Welcome From Buyers 


Since the first showing of Arcade Craftmaster about 30 days 
ago, buyers from coast to coast have said... we wan’t ’em... 
and they have placed orders to get them. A number of buyers 
were so intrigued with this smooth-operating, compact, all-in- 
one Homeworkshop that they are installing them in their own 
homes for personal use. 


The Arcade Craftmaster 
sets a new standard of 
efficiency ... and its low 
price opens a tremen- 
dous market. The most 
practical electrically 
powered multi-tool unit 
of its kind ever built and 
by far the lowest priced. 
Five power tools on one 
base, with extra acces- 
sories at small additional 
cost. Write your jobber 
today for literature and 
details on this revolu- 
tionary Homeworkshop 
which is certain to out- 
strip all competition in 
sales. 








ARCADE MFG. CO., FREEPORT, ILL. 
e 50th Arcade Anniversary . Established in 1885 
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EXTRA 


PROFITS 
for YOU? 







dye 


PRODUCTS 


IRON FENCES 


CHAINLINK 
WIRE FENCES 


your line! 


(CHECK up on your supply 


GATES : ARCHES 
of Stewart Sales’ liter- j 


WINDOW GUARDS 


BALCONY 
RAILING 


should have copies of the 


this season. Being in the 
hardware business gives you 
a splendid lead on prospects 
—so be prepared to make 
immediate sales. Write for 
the Stewart dealer proposi- 
tion, also the new Spring 
Stewart Catalogs. 


FOLDING GATES 


Viscellaneous 
Tron Work 


The STEWART IRON WORKS COMPANY, Inc. 
121 Stewart Block . . . . Cincinnati, Ohio 
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HORSE 
AND 
MULE 
SHOES 


BURDEN IRON COMPANY 
TROY, 


, N. Y. 














CALDWELL 
ejash Balances 


ACCEPT NO 
SUBSTITUTES 


46th Year 
Caldwell Mfg. Co. 


40 INDUSTRIAL STREET 
ROCHESTER, N. Y. 








13 days-— 


before date of issue 
is the closing date 
for the classified ad- 
vertising section. 


Washington 
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e famous for 
its hospitality 
More than a hotel .. . a place to live. 
All that the most modern touch can add 
to age-old hospitality. Here the guest is 
king—The Gibson is his kingdom. 
Rates—from $2.50 single; $4 double. 
F. W. PALLANT, General Manager 


ERIE LAE ED 
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the select as 100 per cent, of this 
group of companies twenty-one com- 
panies showed a net profit of 3.68 
per cent. Arithmetically, without 
allowing for any of the dislocations 
of that single company up and 
down, adding the whole pot to- 
gether, it shows 3.68 per cent profit 
on each hundred dollars of sales for 
the year. 

Now, here is the way these fig- 
ures should be used by the banker. 
If you come into contact with any 
banker that tries to measure your 
statement up on his inspiration and 
he can’t back it up by some real 
facts, it is high time for you to 
justify your own knowledge of your 
own trade so that you can educate 
the banker. There are lots of them 
that need it. 

Suppose for example you do this. 
Take this common sized statement 
on this particular group in which 
the inventory was 38.80 per cent of 
the total footings. That is what the 
group set-up is. That is what you 
get out of the whole pot. If you 
take 38.80 per cent of the total 
footings for your own particular 
statement, whatever that might be 
in dollars, that would be the ex- 
pectancy of inventory you might 
logically be expected to have. If 
38.80 per cent of your total foot- 
ings gives a larger footing, then 
you are carrying too much, or you 
are over-inventoried. You are not 
doing as good a job of merchandis- 
ing as other men of your trade who 
are carrying less slow moving stock 
and more of the faster moving stock. 


If 38.80 per cent of your total 
footing gives you a lesser figure 
of inventory, subtracted from that is 
the amount too much of inventory 
you’ve got. In other words, you are 
carrying more inventory than your 
competitors are, which means you 
have more money tied up unproduc- 
tive than your competitors because 
it isn’t moving rapidly. You are 
contracting the pressure and gen- 
erally have a greater debt because 
at the same time you do that, you 
take 20.74 per cent of your footings 
and measure it up to the total debt, 
if your inventory is too high, you 
will probably find your debt is too 
high, either you are paying more 
interest or are not getting the trade 
discounts they are. 

That is a management measure- 
ment. You can measure manage- 
ment by what the trade serves out 
as general average propositions, not 
as individual companies but to the 
trade as a whole. He has not only 
got the normal competition to face 
in selling, but an abnormal compe- 


tition to face in selling and difficulty 
of financing. 

Now, the banker who knows his 
stuff looks at this and when he finds 
a customer that is doing things he 
shouldn’t do, he doesn’t just kick 
him out of the bank. His job, if he is 
a banker instead of one who mere- 
ly loans money, is to show the in- 
dustrialist what he is doing that 
is wrong and how it can be cor- 
rected. That is the proposition. I 
had a case come before me not 
long ago of a shoe manufacturer. 
The statements were sent to me 
over a five-year period by a Boston 
banker who analyzed it. The com- 
pany showed a very nice current 
ratio above average and above our 
selected figure, but his sales of mer- 
chandise was one and three-fourth 
times the sum it should have been. 
That is, he was doing business that 
seemed to be impossible on the in- 
ventory he was carrying. I told the 
banker to ask him about it and he 
said, “You bankers want a good 
ratio so we begin the middle of Oc- 
tober and sell everything we can 
and don’t buy anything until the 
second day of January.” This par- 
ticular company had a $300,000 in- 
ventory then and after January 1 
had $800,000 in inventory or held 
for them under contract. That 
company couldn’t be saved; it 
busted, But the bankers didn’t lose. 

Now, I made a contract with your 
secretary and was glad to come and 
talk to you because that is part of 
my job. My job is to try without 
aid of NRA or anything else to get 
trades to get together either through 
their own secretary or any way they 
can, to get composite data about 
the trade which many individuals 
will not trade truly with each other 
for competitive reasons, so they may 
know as to what is happening and 
tell their different departments what 
they have got to do to meet certain 
competitive financial conditions. 


Columbian Steel Tank 
Farm Equipment Catalog 


Columbian Steel Tank Co. has issued 
a catalog, having prices applying in 11 
western states. It illustrates and de- 
scribes stock tanks of various sizes, 
types and qualities. Storage tank cov- 
ers, galvanized storage tanks, galvanized 
bolted storage tanks, galvanized steel 
cistern tanks, well casing, water wagon 
tanks, dipping tanks, steel septic tanks, 
hog troughs, hog feeders, sheep water- 
ing troughs, grain bins, grain tanks, 
silos and smoke houses, are among the 
products described and illustrated. Co- 
lumbian Steel Tank Co., Kansas City, 
Mo. 
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e here’s value 


995 


RETAIL 








A beautiful, quality scale, fine enough for 
the best homes . . . inexpensive enough 
for the small, modest bungalow or apart- 
ment ...at a price that makes it the great- 
est value ever offered. 


Large roomy platform low to the floor . . 
accurate, readable dial . . . all bathroom 
colors ... guaranteed 5 years. 


Order from your jobber. 


THE BREARLEY CO., ROCKFORD, ILL, U. S. A. 
RZ New York Representative—Loeb-Stern, Inc., 19 W. 23rd St. 


COUNSELOR 
ath hewn Snailien, 


“CORRECT IN EVERY WEIGH” 








>~(CHICAGO)-= 


SPRING HINGES, 
Quality Plus 


In the “Relax” Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 


Dealers will find that it 
= pays to sell the ‘‘Relax”’ 

Rg because satisfied cus- 
Spring Pivot-Hing® tomers are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 


substitute. 











Send for New Catalogue H 47. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 

















Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where | can find any good 
ones? 











Certainly! You'll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec- 
tion of HARDWARE AGE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 


Gay 
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Variety and 
Department 
Store has been 
waiting for this 
pencil to mark 

Cellophane packages 


Customers 77eed/ 
this CELLOPHANE’ 
gee Pencil 


Ostack Oren Ose Ocreen 
Name 
Address 






























MAY 9, 1935 


City State 
* PENCIL 
WSF Z eS Yay eff COMPANY, PHILADELPHIA 
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LETTERS 


to the 


EDITOR 


The Camp Cottage Market 


Woopuaven, N. Y.—Congratula- 
tions on your excellent article, 
“Camp Cottages Present New Mar- 
ket” ... except that the market 
isn’t new. It has existed for years, 
but expanding so rapidly that deal- 
ers within reach of Cottage Camps 
and who do not make an effort for 
the business, are just simply ignor- 
ing profits, for there’s hardly an 
item carried in stock by the dealer 
that the camp owner cannot use. 
We are in constant touch with the 
camps and induce tourists to pat- 
ronize them wherever they travel. 
We know that the average camp 
owner is receptive to any sugges- 
tions which tend to make his camp 
more attractive . . . and that ranges 
from soap dishes to a complete re- 
painting of the entire camp. 

My advice to the dealer is: Make 
the acquaintance of the owner of 
camp in your vicinity. Invite him 
to your store. Offer him sugges- 
tions ... he will appreciate them 
and you'll get the business. Don’t 
hesitate to recommend improve- 
ments that involve expense, such as 
toilet and shower bath equipment 
for each cottage. These are two 
things that he is hoping to have and 
while, because of the outlay, he 
may so equip but a small number 
of his cottages, he will get around 
to the others later. Read and re- 
read the article “Camp Cottages 
Present New Market.” Realize what 
a fine account you can make of 
every cottage camp in your area 

. and then go after it. The 
hardware items listed in that article 
represent but a very small propor- 
tion of the things needed by even 
the smallest camp—things that you 
can supply; most of them from 
stock. 

And the manufacturer . . . the 
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fellow who is eager for new mar- 
kets. Why isn’t he also “on his 
toes”? Has his literature been dis- 
tributed among the camp owners? 
Is he doing his share of the selling? 
Hardly! except perhaps in isolated 
instances. What a market is being 
ignored by so many manufacturers! 
How helpful you can be to your 
dealers by selling the camp owner 
on the merits of your products? 
Why not resolve, right now, to “do 
something about it”? 

C. J. Gets, President, 

“See America by Car” Club. 


Kind Words from 
Mr. Marshall 


San Francisco, Cat.—Enclosed 
please find my check No. 1115 to 
the amount of $1.00 covering my 
subscription to HarpwareE AGE for 
one year. 

My reason for extending my sub- 
scription is that your editorials, 
The Saturday Evening Post and 
Lewis Haney, Professor of Econom- 
ics, New York University, are some 
of the very few publications and 
writers who have had the courage 
since 1933 to expose the present 
Democratic Administration. 

I well remember your prediction, 
when such things were far from 
popular views, relative to the Brain 
Trust. Your editor has never been 





a “yes man” and I hope his courage 
does not abate. 
Harry E. MARSHALL. 


Hardware and Household 
Goods and Kindred Lines 
Displays 

LoutsviILLE, Ky.—Today, there is 
a marked change and there is a 
definite realization that hardware 
must be displayed as well and as 
intelligently as any other merchan- 
dise and consequently _ scientific 
study has been put back of it. To- 
day the hardware store is stepping 
out and doing a real job of sell- 
ing hardware and kindred lines 
through good, live and _ intelligent 
displays. We find now, that if the 
stores will do the following they 
will find their experience will bring 
satisfactory results. 

Stores are using background with 
color and appeal. 

Make use of the national adver- 
tising display material where that 
material does sell merchandise. 

The display backgrounds are 
flexible so that they may be changed 
from time to time, depending strictly 
upon the merchandise being . dis- 
played; for instance, these back- 
grounds can be moved back for 
displaying larger items and moved 
forward for displaying smaller items 


HARDWARE AGE 











age 


To- 
ing 
ell- 
nes 
ent 
the 
1ey 
ing 


ith 


er- 
hat 


re 
red 
tly 
lis- 
ck- 
for 
red 








COBURN 


ROLLING STORE LADDERS 


* Make stock on high shelves 
easily accessible. Convenient and 
efficient. Enable more use of avail- 
able floor space, permitting more 
shelves in same floor area. Can be 
adapted to any conditions. Write 
for information. 





Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 











The Fine Quality You Expect in a 
10,000,000 SALES ITEM! 


Altho, over ten million Vaughan’s 
Saftey Roll Jr. Can Openers have been 
sold—last year was our biggest year and 
the demand increases daily. If you want 
your share of the profits that dealers are 
making on this nationally advertised 
item—send for prices at once. Can’t be 
beat for value and quick sales. 


Retails for l ce 
Ask for No. 170 
VAUGHAN NOVELTY MFG. CO., INC. 


World’s Largest Manufacturer of Can Openers 


3211-25 CARROLL AVE. CHICAGO, ILL., U. S. A. 






















Radiator Filler Faucet .. 


Long Spout—fits any radiator opening— 
protects hand from burns. Easily con- 
trolled from a smooth, full stream to a 
trickle. Does not drip. Self-closing valve. 
None better, yet price is low. Sold through Jobbers. 

Write for literature. 


H. B. SHERMAN MFG. CO., Battle Creek, Mich. 
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These knives bring you trade 
—and hold it! They are known 


Here’s a partial list of other 
good sellers in the R. MUR- 


for their DEPENDABILITY PHY line that will make 
and SERVICE. For 85 years your Cutlery Counter more 
they have been standard equip- profitable: 

ment in schools and workshops Shoe Knives Pruning Knives 


Oyster Knives Plaster Knives 
Skiving Knives Kitchen Knives 
Rubber Knives Stencil Knives 
Clam Knives Oilcloth Knives 
Mackerel Knives Roofing Knives 
Cigar Knives Shirt Cutters 
Paper Hangers’ Blades and 
Knives Handles 


the world over. Write for com- 
plete catalog and prices. 

ROBERT MURPHY'S SONS CO. 
Ayer, Mass. 








SELL RUST-I-CIDE 


With Every Can of 
Touch-Up Enamel 


Auto painting season is here! You can 
add an extra sale to every can of touch- 
up enamel by suggesting RUST-I-CIDE. 
RUST-I-CIDE is the magic fluid that 
dissolves rust without emery paper or 
wire brushes. It melts the rust away. 
The pages of Popular Mechanics are 
telling your customers about the con- 
venience of RUST-I-CIDE. Get EXTRA 
sales by displaying RUST-I-CIDE on 
your counter. There is an attractive 
counter display in every 1 dozen carton. 
— retails at 25c. Ask your 
obber. 


RUST-I-CIDE COMPANY 
Cleveland Ohio 








RUST-I-CIDE 
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STARS that Shoot PROFITS 


The stars in the 
sky don’t shoot 
every night, but 
Star Heel Plates 
shoot profits night 
and day. 

The big demand for 
Stars is because 
Star Quality out- 
shines all others. 
Made strong to last 
long. They sure 
save heels. Lead- 
ing sellers for 25 
years. Sizes for 
every shoe — from 
smallest to largest. One-quarter gross pairs in box. 
Also 3 pairs assorted on cards. Play cards with 
“Stars” and win every time. 


Sold by Leading Jobbers. Send for Samples and Prices. 


STAR HEEL PLATE CO. Newark, N.J. 
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HARDWARE CLOTH THAT STANDS HARD WEAR 


LL of our Hardware Cloth is made from Open Hearth 

Copper-Bearing Steel which resists rust much longer 
than ordinary steel. We Galvanize it thoroughly by a 
method which insures added pro- 
tection and gives it a splendid 
finish. Even inch widths 12 to 48 
ins. Standard and special grades. 
Always a popular seller. 

Ask your Jobber for Prices 
STEEL PRODUCTS 
“NATURAL GAS now used in our fur- 
naces produces very low sulphur steel which, 


together with a copper alloy, reduces cor- 
rosion.”’ 





8 x 8 mesh 


CORTLAND, N. Y. 
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SELL 


T..A.T ANT TRAPS 


FOR Extra PROFITS 


TAT is the most effective ant control, easiest to sell. Simple, 
convenient, harmless to children or pets. Contains two 
baits which attract and destroy ALL species of ants. Results 
guaranteed. 

We are members of the Goodman Plan and our advertising in 
national magazines, such as Good Housekeeping and Better 
Homes & Gardens, will 
create a demand. 







Tar 
~ANT TRAP _ 


AN?, 
ye ’. 
---o 


GOOD 
HOUSEKEEPING 


POSTPAID 


SOILICIDE 
LABORATORIES 


Upper Montelair, N. J. 
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such as tools, houseware, china and 
cutlery. 

Posters are used in the displays 
and can be had by the purchase of 
the merchandise showing comfort, 
beauty and service. 

Display of tools as an illustration, 
tools that appeal to the carpenter 
are in one group; tools for mechan- 
ics are in another group; and tools 
for plumbers in another group; the 
same thing can apply to houseware, 
china, etc. 

Merchandise is being shown in 
straight lines, so that the custom- 
ers can quickly see and determine 
the range of sizes, styles and types. 
Every item should be plainly priced 
with plain easy-to-read figures. Dis- 
play should be tied up with the ad- 
vertising plan. 

The interior display should be so 
arranged, to tie up with the adver- 
tising and window displays, displays 
to be kept attractive, well classified, 
neatly arranged and priced. 

The reason for this new trend in 
hardware displays is clear. Every 
man and boy alive wants to build 
something or the other as he goes 
along. Every man and boy is in- 
terested in some way in sports. Al- 
most every man owns a Car or some 
mechanical equipment in the home 
and that, of course, requires tools 
and other items for patching up, 
mending and repairing. And the 
most important of all of these is the 
fact every girl and woman has or 
is anticipating having a home—a 
kitchen, and naturally the thought 
goes toward the hardware or house 
furnishings end of the hardware 
business. Therefore, we see and 
realize quickly that hardware as 
such has appeal to every man, 
woman and child. 

The stores of today that do the 
best job of displaying hardware are 
the ones that are doing the best sell- 
ing job—and here are the reasons: 

Because 87% of the people buy 
through attraction at sight. 

Because women buy, or direct the 
buying of about 85% of all the mer- 
chandise purchased. 

Good hardware displays bring 
traffic through the entire store. 

Hardware displays sell merchan- 
dise. 

Good hardware presentation builds 
good will for the store. 

The principles of all our displays 
should be— 

In the Window: 
To attract attention. 
To arouse desire and_ stimulate 
action. 
In the Store: 

By attaching people to the dis- 

plays. 
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By furnishing them with the max- 
imum buying information. 
These are the fundamentals of 
actually selling more hardware 
through displays, to more satisfied 
customers. 
We cannot go backward, 
We cannot stand still. 
We must move forward, 
in the better hardware and house 
furnishing displays. 
H. H. Hukenseck, Display Mgr., 
Belknap Hdw. & Mfg. Co. 





NRA, Politics and Suckers 


St. Epwarp, Nes.—I was much 
amused by the statement of “one 
high official in NRA” who was 
quoted as saying that in case Con- 
gress attempted to bar retailers from 
NRA, “that the biggest lobby ever, 
would come to Washington and in- 
sist upon its retention!” (See H.A., 
April 11, 1935, page 86.) 

I believe that the footnote of the 
editor expresses the feeling of the 
retailer more correctly, when he says 
that the retailer, has been in favor 
of the retention of NRA only, be- 
cause he thought that there would 
be more price protection and that if 
Mr. Moffett is correct in his assump- 
tion that there would be less price 
protection, that the retailer would 
oppose the extension. . . 

Any one who knows anything 
about politics and politicians knows 
that there is going to be less price 
protection (although I don’t know 
how there could be less when there 
hasn’t been any). The price pro- 
tection was only bait offered by the 
clever politician to lead the suckers 
into accepting the NRA in the first 


place. .. 
And when I say suckers I mean 
just that... . Any retailer, whole- 


saler or manufacturer who thought 
he was going to get any lasting or 
real benefits from the NRA was just 
a D———-n fool optimist. He cer- 
tainly did not know his politician. 
Knowing human nature as_ he 
should, the retailer must be blind 
indeed to think that you can legis- 
late the crookedness out of human 
beings. . . . Especially when left to 
politicians to do the job, of manag- 
ing and enforcing the law... . 
Personally I think Johnson and 
Roosevelt sold retail business down 
the river and we are just too dumb 
to even know it after a year of being 
made the goat. If you will check 
the personnel of the NRA you will 
find that a great big majority of 
its officials belong to the same breed 
and nationality that own and con- 
trol the chain and mail order busi- 
ness. How can small retailers ever 


get justice from that kind of a 
set-up. 
Cuas. A. RICKEY. 





Miami Convention Story 
Best Ever 


KNOXVILLE, TENN.—I think your 
display of the Southern Hardware 
Jobbers’ convention is the best you 
have ever done. (See H. A., April 
23, 1935.) Accept my congratula- 
tions and the thanks of the Southern 
Hardware Jobbers’ Association for 
the space you have given it, and 
the manner in which you have set 
it forth. 

Wa ter M. Bonuam, 
President, C. M. McClung & Co., 
and President, Southern Hard- 
ware Jobbers’ Association. 





Likes Hardware Age 


Canton, On1o—Enclosed please 
find subscription money order for 
H. A. for 1936. 

I like HarpwareE AGE very much, 
it is instructive, up to date and in 
general a great help to employer 
and employees. H. A. is without a 
doubt one of the best magazines of 
it’s kind. 

You surely have been helpful in 
keeping the hardware business in 
the prominent position it should 
have. 

Since there has always been, and 
always be, demand for quality prod- 
ucts well conducted hardware busi- 
ness should see a bright future. 

When will you have a new direc- 
tory? They are very helpful. 

With best regards and good wishes 
for your future. 

WituiaM Kaiser. 

(The new directory will be pub- 
lished as the Sept. 19, 1935, issue 
of Harpware Ace.—Ed.) 





Could Be Controlled 


Decatur, Inp.—As far as the am- 
munition situation is concerned, we 
are at loss to understand why the 
two leading manufacturers of am- 
munition can not stabilize the price. 
We understand the Federal Car- 
tridge Co., supplies the catalog 
houses and other chains with am- 
munition. We are told that one of 
the leading manufacturers supplies 
this manufacturer with powder, 
whereas the other supplies them 
with brass. It seems to us that it 
would be a very easy matter for 
these manufacturers to put the third 
manufacturer in line, if they desired 
to do so. 

In our estimation there is another 
matter that is quite a factor in the 
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@ Paste Wax @Rubber Kote 
@ Liquid Wax @ Mastic Kote 
@ Mirror Kote @ HotWax Process 





H. F. STAPLES & CO., Inc. 











Known and Sold For Over 90 Years 
The COES “Knife-Handle” Wrench has with- 


stood the test of time and service for nearly a 
century. 


Every dealer can sell this practical screw wrench 
with absolute assurance that it will “make good” 
on all general wrench work. 7 sizes: 6 to 21 
ins. 


Ask Your Jobber 
BEMIS & CALL CO., SPRINGFIELD, MASS. 


Medford, Mass. | 





The Corbin Extruded Metal 
Padlocks afford the greatest 
security, strength and dura- 

& bility through | 
EB exclusive spe- | 
’ cial features 
in pin tumbler 
construction. 
Their worth is 
proven by their consistent 
satisfactory performances 
at all times and under all conditions. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN.., U. S. A. wl 
NEW YORK CHICAGO PHILADELPHIA 























HALTER CHAINS 
Other Hodell Chains 


WELDED — Proof Coil Chain @ Steel 
Loading Chains @ Trace Chains @ Well 
Chain @ Cow Ties@ Log or Binding 
Chains @ Heel and Butt Chains @ Breast 
and Wagon Chains © WELDLESS— 
Tie Outs @ Coil Chain @ Pump Chain 
®@ Porch Swing Chains @ Cow Ties @ Dog 
Chains @ Sash Chain 


THE CHAIN PRODUCTS CO. 





WELDED 
AND WELDLESS 
3934 Cooper Ave., Cleveland, Ohio (Bulldog Pattern shown) 
Established 1886 


























ATTRACTIVE CONTAINERS 


WRITE FOR 
FREE SAMPLE 


New Rubyfluid Flux containers and 
new Acid Core Solder counter dis- 
plays attract attention and stimulate 
sales. Ask your jobber about the 
high quality and profitable “turn- 
over” in Rubyfluid Flux, paste, acid 
and rosin core solder or 


RUBY CHEMICAL CO. 


58 McDowell St. Columbus, Ohio 
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FORSTNER 


Labor Saving 






New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. ‘For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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price of standard ammunition and 
that is the sales expense of this am- 
munition. These various manufac- 
turers insist on furnishing sales help 
to their various jobbers which adds 
in our estimation a great deal to 
the cost of ammunition. We can 
not see how a jobber, through dealer 
channels, can meet catalog house 
price, when a manufacturers sales 
help must be absorbed in the price. 
As far as we are concerned, the 
ammunition line must show us a 
margin of profit, if we are to con- 
tinue handling ammunition. If the 
manufacturer can not place us in 
this position, we will forget about 
the ammunition business. 

G. H. WeHMeyeERr, Sales Manager. 

The Schafer Company. 





The Godwin Church 
Sales Plan 


Eurauta, Ata.—I have just fin- 
ished reading Mr. Norvell’s article 
on “Churches selling nationally ad- 
vertised brands,” sponsored or pro- 
moted by Adolph O. Godwin. (See 
H. A., March 14, 1935, p. 63.) 

It appears to me that these manu- 
facturers have just had a smart pro- 
motion scheme put over on them, 
that will not work, and will have a 
very unpleasant reaction. 

I have been actively engaged for 
years in the work of collecting 
funds for church finances, and have 
found it a delicate situation that 
will not stand meddling with, with 
schemes that compete with regular 
contributors. 

Every church official knows that 
of every thousand dollars contrib- 
uted for church expenses that about 
eight hundred is from numbers who 
are merchants who each contribute 
from fifty to one hundred dollars. 

These merchants cannot but help 
resent schemes of this kind that 
enter into direct competition with 
them, and especially when it smacks 
of a racket behind church frocks, 
apparently for the purpose of dis- 
arming a merchant from com- 
plaining. 

It will certainly prejudice mer- 
chants against these manufacturers 
and result in a loss to the church in 
any community where it is tried. 

It is unfair and church officials 
should oppose it to avoid any con- 
flict or resentment on the part of 
any merchant who is a member and 
regular contributor. 

The racket feature is in placing 
such a merchant in position where 
he is not at liberty to voice his com- 
plaint, but at same time he can 
reduce or discontinue his regular 
contribution without giving any 
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reason and the loss of even one such 
contributor will amount to much 
more than any church would receive 
from the alloted 2% profit of pro- 
moter Mr. Godwin. 

I warn churches to go slow on 
getting caught in this racket. 

W. A. Ciirton. 





Wants to Reprint Editorial 


CLEVELAND, Onto.—I read with 
interest your editorial on ammuni- 
tion in the February 14th issue of 
Harpware Ace. You no doubt 
realize we have the same difficulty 
in the sporting goods business as 
you are having in the hardware busi- 
ness on ammunition. 

I would like the privilege of run- 
ning this editorial in the Sporting 
Goods Dealer under the heading 
“Letter from the President.” 

Will you let me hear from you? 

“Dick” KRroeEsEN, President. 

National Sporting Goods Distribu- 

tors Assn. 


Adding Cost to Overhead 


New York, N. Y.—Have read 
your editorial, “Ammunition and 
Wire Cloth,” and can only say that 
I am much amused when hearing 
statements made by retailer and 
wholesaler that they must sell com- 
petitively right. 

We recently were interested in 
ammunition, but due to the fact 
that the margin of profit was so 
small, decided to operate without 
this line. 

The wire cloth business has been 
a football, all during my thirty-six 
years’ experience in the hardware 
business. Some day merchants will 
be awakened to the fact that they 
are each season dragging more and 
more items in the above category. 

With NRA ruling. pertaining par- 
ticularly to minimum wage and 
shorter hours, which add consider- 
ably to overhead. nevertheless many 
merchants are disregarding the most 
vital rules in business. 

A selling price on an item should 
be arrived at by adding cost to over- 
head, and the percentage of profit 
to be earned. 

When a merchant sells at a price, 
less than cost and overhead, he is 
not selling competitively right, he is 
selling at an absolute loss. 

Wholesalers and retailers have 
often turned down lines, because 
said lines do not show a reasonable 
profit, and still they will sell any 
number of items in their lines, at a 
price that does not cover cost and 
overhead. 

I have been trying to sell the 
thought to manufacturers and job- 


bers, to sell their wares competi- 
tively right, with a profit instead of 
a loss. 

No retailer, wholesaler or manu- 
facturer, can for any length of time 
undersell his competitors. They 
eventually meet a price situation, 
and find themselves no better off, 
than before the price cut. 

The sooner merchants will make 
up their minds that profit can only 
be derived by adding cost to over- 
head, and not deviate from this 
principle, the sooner they will find 
their business to show a profit. 

Wm. L. BLumsere, President, 

Wm. L. Blumberg Company, Inc. 





Same Old Story 


ToLepo, Ou1o.—Relative to your 
editorial on the ammunition and 
wire cloth situation, this is the same 
old story. We heartily agree with 
you that some immediate action 
should be taken by the two major 
hardware associations. A committee 
should be appointed of proven abil- 
ity in matters of this kind to bring 
about a more harmonious situation 
if the wholesaler and retailer dis- 
tribution selling these lines is to be 
continued. 

You are to be commended on your 
very fine editorial. 

E. E. Teecarpin, Chairman, 
The Stollberg Hardware & Paint Co. 





Saves Time 

New Britain, Conn.—We find the 
Directory Issue of HARDWARE AGE 
very valuable in saving the writer a 
great deal of time in looking up 
manufacturers’ trade name articles. 

A. N. Kueses, Assistant Secretary, 

Rackliffe Bros. Co., Inc. 





CLEVELAND, On10.—Please accept 
our thanks for the copy of your 1934 
Directory Number received today. 

Harotp E. Lonctey, 
Mail Order Department, 
The Geo. Worthington Co. 





Delivers the Goods 

Canton, Pa.—We wish to thank 
you for Harpware AGE Directory 
Number of Sept. 27th. This will 
come in handy, as we have frequent 
use for it. Can nearly always find 
the information you are looking for. 
Wynne Bros. 


Most Valuable 


SPARTANBURG, S. C.—We thank 
you very much for the copy of Di- 
rectory or “Who Makes It?”, which 
is very highly appreciated and will 
prove most valuable. 

E. G. Kirtiey, Office Manager, 
Montgomery and Crawford 
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WMiational 
HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 

line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 





National Miamninceninng Co. 
STERLING ~: ILLINOIS 
















FOLEY FOOD MILL 


Vegetable and Fruit Strainer, Masher, Ricer, 
Steamer, Sieve and Colander combined 


Sells On 









FAMILY A volume 4 
SIZE seller. Appeals 


to any housewife for 





(Illustrated) : Sous 
everyday t00 prepara- 
Retails for tion. Highly endorsed by 
$1.25 health’ authorities. 
Capacity 
1l, Ats. 
Good Housekeepin 

JUNIOR Rood HeieaneePing 

Zz a USEKEEPING wns 






With pan to match 
(Not Illustrated) 


Retails for $1.00 
Capacity 1 Qt. 


Orderf rom your jobber 


FOLEY MANUFACTURING CO. 
{ Main St., N. E. Minneapolis, Minn. 








Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 




















BRUSH-NU COMPANY ,. 


BALTIMORE MARYLAND 





yt 


attractive, fast-moving 


N 
lay item. Descriptive folder 
from your 


and prices 
jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT CONN. 
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MOLDED RUBBER GOODS 
7&8 Qe? 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
Catalogue No. 50 on request. 





quirements. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


© mn my ¥ 


OFHAIN Niza RD JUNIOR 
TAPE-RULE 


Its popular price and imme- 
diate appeal make it another 
“Best Seller.” Blade %” 
wide, 72” long, graduated to 
16ths, is manually operated in 
a case only 1%” in diameter. 


THE LUFKIN fpULe C0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 











: 
i 




















No. 1686 — 72” 
Wizard Junior 
75 Cents Each 














“Thumb Prints Free!” 


When you sell AMERICAN KING 
handles (individually wrapped in air- 
tight, dustproof, glassine envelopes) 
you are not giving your customers 
thumb prints or selling them greasy, 
dirty, handsoiled handles. Clean stocks 
DO sell better—you know that! Car- 





ton packed products (with attractive 
displays) do sell themselves and 


Write for a and 
prices of ou 
AMERICAN KING 
handles. 


QUALITY does repeat. So do your 


profits. Investigate! 


AMERICAN HANDLE COMPANY 


ou Jonesboro, Arkansas 
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Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 werds....$3.00 
Each additional word ........... .06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word ........... 06 


Allow Seven Words for Keyed Address. 
Boxed Display Rates 

1 inch 

Each additional inch 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobber’s Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES ¢ 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions, 15% off. 
Due te the special rate, these discounts do 
mot apply on Positions Wanted Advertise- 

ments 


—_~e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


= @ = 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

Address your correspondence and repites te 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





WANTED—BUILDERS’ HARDWARE SPE- 
CIALTIES AND hardware items, cover the hard- 
ware and lumber trades. Will pay cash for fast 
selling items. Carry $12,000 stock. Cover Florida. 





Address Box B-709, care of Harpware AGE, 
239 W. 39th St., m. &. G 
FOR SALE—A MISCELLANEOUS LOT of 
hardware—principally shelf hardware. This is a 
good opportunity for a cash buyer of the entire 
lot. Write for particulars. Address Box B-702, 
Harpware AGE, 239 W. 39th St., 


care of 
. ¥. 


HARDWARE STOCK AND § STORE FOR 
sale. To close the estate of the late John L. 


Tracy, a first-class retail hardware business in 
Ballston Spa, Saratoga County, N. Y., excellent 
location, can be bought at a bargain. Address 


Morgan E. Welsh, Attorney, Ballston Spa, N. Y. 


FOR SALE—HARDWARE AND DEPART- 
MENT STORE. Only hardware store in a town 
of 15,000 people. Nice clean stock. Corner loca- 
tion. Rent $40. If you have $3,950 cash and 
want a good established business, that is really 
making money, investigate. It’s a bargain. No 
agents. Address Freeman Hardware Company, 
Phenix City, Alabama. 


WESTERN PENNSYLVANIA GOOD 
CLEAN STOCK of hardware and plumbing with 
modern fixtures. Well established in city with 
trading area of over 25,000. Has shown profit 
during depression. Inventory about $19,000. Not 
interested in bargain hunters or auctioneers. 
Address Box B-659, care of Harpware Acz, 
239 W. 39th St., New York City. 











Dealer or Salesman Wanted 


To interest City and Town Officials 

in Street Name Signs, Traffic Signs, 

Reflecting and Neon Beacon Signals. 
Liberal commissions paid. 


Municipal Street Sign Corp. 
152 W. 42nd ST., NEW YORK CITY 


Manufacturer of Ten and Twenty- 
five cent packages of bronze powder, crack 
filler, brush cleaner, paint cleaner, ready mixed 
gold and silver and many other fast selling 
items wants salesmen in East, South, and Mid- 
west. Exclusive territories open. Interested in 
men for full time er in conjunction with non- 
competing line. Write at once stating experience. 

Address Box B-698, care of HARDWARE 
AGE, 239 W. 39th St., N. Y. C. 























ROPE SALESMEN WANTED—PHILIP- 
PINE MADE Manila Rope sideline, long estab- 
lished trade necessary. 5% commission. Write 
fully about yourself giving references. Address 
Box B-701, care of HArpware AcE, 239 W. 
39th St., N. Y. C 





SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest, fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address Dustmaster Corpora- 
tion, 600 First Avenue North, Minneapolis, Minn. 





ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 





MANUFACTURER WOULD LIKE TO 
HEAR from hardware jobbers who are getting 
tired of seeing their retail hardware accounts 
undersold by the M. O. and Chains on grinding 
wheels from 4” to 8” in diameter (75% of busi- 
ness being done in these sizes). Let us submit 
our plan which allows any retail hardware dealer 
to compete with profit. Address Box B-710, care 
of Harpware AGE, 239 W. 39th St., N. Y. C. 


TO SETTLE ESTATE WILL SACRIFICE 
store with $27,000 stock of hardware, paints, 
tools, electric, steam fitting, plumbing supplies 
and fixtures. Located in midtown Manhattan 
(New York City); favorable lease can be ob- 
tained; a going business, long established. A real 
opportunity; worthy of your investigation. Ad- 
dress Box B-690. care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


HARDWARE MAN SEEKS EXPANSION 
OPPORTUNITY: age 38, now operating retail 
store New York City; formerly 20 years’ experi- 
ence with first-class firms. Thoroughly experi- 
enced factory, electrical, builders’ and plumbers’ 
supplies; have excellent credit rating. Would like 
to take over location of fair sized store with re- 
duced stock from man thinking of going out of 








business or may consider partnership. Confiden- 
tial. Address Box B-695, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. C. 








SALES REPRESENTATIVES WANTED 


SALESMEN WANTED TO COVER THE 
hardware, electrical and radio dealers everywhere. 
Commission basis. Wonderful opportunity. Ad- 
dress Box B-700. care of HArpware Ace, 239 
W. 39th St., N. Y. C. 








SALESMAN CONTACTING HARDWARE 
RETAILERS AND paint supply trade, through- 
out Metropolitan district to sell staple line of 
roof materials, stove lining, patching plaster, etc. 
Liberal commission. Lucrative side-line. Ad- 
dress Box B-706, care of Harpware Ace, 239 
W.. dem St, N.Y. C. 





WANTED: MANUFACTURERS’ REPRE- 
SENTATIVES TO SELL high-grade line hick- 
ory axe, pick, sledge, hammer and hatchet _han- 
dles. Straight commission basis to hardware 
and kindred trades. State territory now cover- 
ing; furnish references and detail of past and 
present connections. Experience selling handles 
preferable. Address: Handles, P. O. Box 283, 
Richmond, Va. 





SALESMEN WANTED. LARGE NEW 
YORK wholesale hardware, housefurnishing, elec- 


trical house. Must be thoroughly aes 
with lines menticned and have owe 
Westchester County, Connecticut, Middlese 


Union, Monmouth Counties, Jersey. Give details, 
last ten years’ employment. Commission basis. 
Confidential. Address Box B-661, care_ of 
Harpware AGez, 239 W. 39th St., New York City. 





ANTED ESTABLISHED REPRESENTA- 
TIVE CALLING ON hardware and paint a 
bers, also furniture manufacturers to represent a 
staple line on a commission basis. Must be able 
to devote some time in reestablishing old contacts. 
Good territories in various parts of the United 
States now open. Submit reference and state 
lines now carried. Address Box B-672, care of 
Harpware Ace, 239 W. 39th St., New York City. 











SALES ACCOUNTS WANTED 





SALESMAN WITH CAR — TWENTY 
YEARS’ experience jobber, dealer, department 
store trade, moving to Florida permanently, de- 
sires good lines on commission for entire State, 
or will consider exclusive line on salary and com- 
mission. Address Box 7557-A, HarpwAre AGE, 
0 S. La Salle St., Chicago, Til. 





WANTED—ANOTHER LINE BY OLD es- 
tablished manufacturer’s agent covering Southern 
States for more than 20 years. Have close con- 
tacts with hardware and mill supply jobbers. Only 
lines offering opportunity for large volume con- 
sidered. Will work either salary or commission 
basis. Jobber and manufacturer references gladly 
furnished. Address Box B-674, care of Harp- 
ware AGE, 239 W. 39th St., New York City. 





WANTED — ADDITIONAL REPUTABLE 
LINE WITH repeat sales appeal by manufac- 
turer’s representative of fifteen years’ experience 
calling upon hardware and sporting goods jobbers 
also mill supply houses in following territory— 


New York, Penna., Ohio and Michigan. Ov- 
ered by car. Commission basis. ee = 
t 


B-707, care of Harpware AcE, 239 W 
nm. ¥. & 


HELP WANTED 


Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 


152 West 42nd Street New York City 
WIS. 7-1802, 1803 
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CLASSIFIED OPPORTUNITIES > 








POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN—SIXTEEN YEARS’ EXPERI- 
ENCE IN the Metropolitan district and on the 
road. Open for proposition in the Metropolitan 
district. Can furnish Al credentials as to 
character, and ability. Address Box B-699, care 
of Harpware AGE, 239 W. 39th St., N . 


SALESMAN, 29 YEARS OF AGE, married, 
having 5 years of selling experience, is desirous 
of obtaining a position with manufacturer as New 
Jersey salesman. Owns a car and calls on house- 
furnishing and department stores. Address Box 
B-696, care of Harpware AGE, 239 W. 39th St., 
| ae A 


YOUNG MAN, AGE 32, HIGH school gradu- 
ate, 14 years’ experience in hardware and sport- 
ing goods business as clerk, outside salesman, and 
at present price clerk, desires to make a change. 
Must be with an up-to-date and progressive busi- 
ness. Address Box B-697, Gare of HARDWARE AGE, 
239 W. 39th St., N. 


SINGLE MAN WITH 12 YEARS’ experience 
as manager and assistant in general retail hard- 
ware store desires position with progressive hard- 
ware business where initiative and strict attention 
to business count. Might consider buying small 
interest later on. Address Box B-686, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 


SALESMAN, THOROUGHLY RELIABLE, 
BACKED BY a successful record of 15 years 
selling reputable jobbing trade in Metropolitan 
New York, desires position as New York repre- 
sentative. Forty years of age, married, technical 
college education. Exceptional contacts with sev- 

















SALESMAN—HARDWARE MAN WITH 
SEVENTEEN years of retail and wholesale ex- 
perience would like permanent position with re- 
liable retailer, wholesaler or manufacturer. Cap- 
able of managing retail hardware store. Honest 
and conscientious. Married—Age 34. Address 
Box B-703, care of HARDWARE AGE, 239 W. 39th 
St. wm. ¥.. 








CAPABLE LADY BOOKKEEPER AND 
STENOGRAPHER with both wholesale and re- 
tail experience. Twenty-six years old. Best of 
references. Looking for bookkeeping, stenography 
or secretarial wor Wisconsin or Minnesota 
preferred—no objection to small town. Address 
ig B-704, care of HARDWARE AGE, 239 W. 39th 

nm; .. & 


A MAN WITH THOROUGH KNOWLEDGE 
of contract work having sold Federal, State and 
Municipal Government. supplies for past twenty- 
eight years. Aggressive, ability, initiative and 
desire to succeed. Seeks connection with repu- 
table concern carrying general stock of hardware, 
mill supplies, etc. Address Box B-705, care of 
Harpware AGE, 239 W. 39th St., N. Y. C 


WANT POSITION AS EASTERN Salesman 
for manufacturer of small patented article or 
other non-competitive device. Must have volume 
possibilities. Have had five years’ experience 
selling industrial trade. Willing to start in manu- 
facturing plant and work way out as road sales- 








EXECUTIVE SALES MANAGER WITH 
THOROUGH knowledge of chain store mer- 
chandising is open for position with reputable 
concern having suitable lines. Has wide acquain- 
tance with chain store buyers and managers 
throughout Eastern territory. Address Box B-711, 
-~, of Harpware AGE, 239 W. 39th St., 





EXPORT—SALES EXECUTIVE—EXPERI- 
ENCED BUILDERS’ hardware contract man 
specification writer—estimator all types building 
construction sell direct or through local dealers— 
seeks position with manufacturer or distributor 
as foreign or domestic representative. Know 
conditions abroad. German, French, Spanish 
languages. Address Box B-712, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. C. 


EXPERIENCED HARDWARE MAN DE- 
SIRES POSITION as jobber’s salesman or re- 
tail store manager. Twelve years’ jobbing experi- 
ence; 7 years as salesman covering Central States. 
Operated own retail store for number of years. 
Past director of Ohio Hardware Association. 
Wide acquaintance with Ohio merchants. Willing 
to locate anywhere. Married. Address Box B-684, 
—_ of HarpwareE AGE, 239 W. 39th St., N. Y. 

ity 


HARDWARE MAN 43 YEARS OF age, 
thoroughly experienced in retail and wholesale 
hardware, paints, sporting goods and kindred 
lines, both inside and outside, desires a position 
with responsible retail firm. Capable of buying, 
bookkeeping and store management. Salary sec- 
ondary. Free to go anywhere. Middle West or 





























Sal mill supply and wholesale hardware accounts, | man. | Address Box B-708, care of Hanpwane | pon eters IO We IO See New York 
W. 39th St., N. Y. ‘City. si ener | City. . ' : 
It’s the Best “Reply Catcher” on the Market 
THE old adage that the public will beat a path to your door if you make 
the best mouse trap holds good in publishing as well as in manufacturing. 
The Classified Section of HARDWARE AGE _ qualifications. Three merchants, who decided 
is the best “Reply Catcher” in the trade. The to sell, advertised their stores and received 8, 
keyed classified advertisements in the first nine 7 and 5 offers respectively from prospective 
issues of HARDWARE AGE this year pulled buyers. These are but some of the many in- 
1449 replies from interested eisai men. stances where hardware men have found the 
Classified Section a profitable help in making 
Five manufacturers who advertised for sales their business wants known. 
representatives received 120, 112, 105, 99 and Year after year HARDWARE. AGE has 
79 replies respectively from alert manufac- maintained the largest Classified Opportunities 
turers’ representatives. Four men advertising Section of any publication serving the hard- 
for positions received 8, 7, 6 and 4 offers of — ware trade. It has also published more display 
jobs. Four sales representatives who advertised advertising. There must be a reason for this 
for additional lines found that 32, 23, 15 and leadership. There is—and it all narrows 
13. manufacturers were interested in their down to “making the best mouse trap.” 
You’ll find the Classified Section a ready help in making your business 
wants known to the hardware trade. Use it. 
Classified Opportunities Section 
239 West 39th St., New York, N. Y. 
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“ACME” Ball Bearing Casters roll silently, easily, smoothly in any 
direction. They not only protect ali types of floor coverings, but they 


give a modern, up-to-the-minute note to furniture. 


THEY SELL AS EASILY AS THEY ROLL 


a small item that de- 


“ACMES’ are a source of continual profit .. . 


velops mass sales. Show the customer how “AcMeEs” work. Roll one 
on the palm of your hand or run it along the counter—always an 


interesting demonstration that results in a sale. 





THE ScHatz MANUFACTURING Co. 
Y POUGHKEEPSIE, N. Y. 


BALL BEARING 


ATS EPERRts 
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KNOWN 
THE 
WORLD 


OVER 


1935 


RED EDGE 


ADE of the finest Chrome Nickel Alloy Steel 
M procurable, lighter and trimmer, yet tougher 
than ever, Red Edge is the largest selling high 


grade shovel in America. 


For years this famous brand has been a consistent 
repeater with the Buyer, for "Red Edge costs less 
because it lasts longer." 
And with the shoveler it is a great favorite because 
it makes shoveling easier. There are expert shov- 
elers who wouldn't think of using any shovel, spade 
or scoop that didn't have the familiar Red Edge. 


Every Red Edge Dealer knows the merchandising 
value of that Red Edge—it's a mark of Highest 


Quality. 


ASK YOUR JOBBER 


Ames BALDWIN WYOMING Co. 
Parkersburg, W. Va. North Easton, Mass. 
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Talk Quality and Dependability— 
Sell the Hill 


Tell Housewives how the Hill Champion Clothes Dryer saves time, 
labor and steps—they simply revolve it which brings every foot of 
line right before them—hang entire wash without walking a step. 
No lugging heavy basket of wet clothes from place to place. Easily 
erected. Sturdily built. Has folding removable reel and removable 
post. Three sizes to hold 100, 115 and 150 ft. best cotton line. An 
outstanding seller that returns a good profit. Send for Booklet—it 
shows complete line. 


deennies Clothes Dryer Co., Inc. 


Yard Worcester Mass. 
Dryer 
New York Distributor 


H. Kornahrens, Inc. 





MOULTON LADDERS 


Safeguard Your Customers 
Every Ladder is Safe 


UTILITY EXTENSION LADDER as shown. 
Clear straight grain, noble fir or hemlock 
with 1% in. turned ash rungs. Diamond 
Spring Locks. Hand forged steel top irons. 
Malleable bottom irons. All hardware 
Cadmium plated. Lengths 20 to 44 ft. inel. 
Wet. approx. 2 lbs. per ft. 

SINGLE LADDER—Clear. straight grain 
ladder stock with selected 14% in. hardwood 
rungs. Wet. approx. 2 lbs. per ft. Standard 
lengths: 10 to 26 ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 


Somerville Mass. 
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made so by devoting 80 odd years of close study 
to their perfection and production. 

An outstanding example in their field for their 
strength, dependability, wniformity and the 
superior manner in which they are packed. 


These are the’ reasons why you should ask for 


Giarx Bros Bours 


instead of just ‘‘A’’ Bolt. 
You will save money. 


CLARK BRrosfort (0 


Bemiss Street 
Milldale, Conn. 


All Standard Sizes and Types Carried in Stock 











featuring— 

Unusually Comfortable 
Rooms, Good Food, Carefully 
Prepared, and Rates from 
$2.50 Single 


In Oleveland its 
@ The HOLLENDEN 


Py RADIO IN EVERY ROOM 
S The ‘e NEIL HOUSE 


Ih a 
© The MAYFLOWER 


he & are IN EVERY ROOM 
The NEW SECOR 
In Minn Tal Ate 
© The FLEETWOOD 


An Exclusive Winter Resort Hotel 
DeWitt Operated Hotels 


are located in the heart 
of their respective cities 
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FELT FEET REMCO PRODUCTS GLIDES sonar , 


DOMES of SILENCE See 


Fa pam dn 
STOVE and HEATER KEROSENE LANTERN 


THUMB TACKS torinceuTiOn 


URIS KEROSENE OR GASOLENE 
CAMPINGO N91 
NUMERAL FLATHEAD ONE PIECE 


= |) 
CUSHION oz ya 


UPHOLSTERY —— 


KEY CAPS 
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Robert E. Miller, Inc. DOO NO ONO NO NONS. 35 Pearl Street (“si 


. REAL CARVED W 
Domes of Silence, Inc. REMCO) Jaber and ove tat pong egret New York 4 


KEROSENE Stove. Swedish Optimus Co., Inc. * 


f he is net sapplied—write wo N. Y 
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Here's A New Idea In Merchandising 
THERMAL CONTAINERS 


A Policy that Gives You a Real 
Break in Profits 








with these 
fast-selling 
Quality Items 


the brand new 
STREAMLINED 


Aladdin 


SANI-SEALD A | ar 


Here’s a com- 
pletely new large 
capacity thermal 
container built by 
the originators of 
this class of 
goods. It has 
every feature that 

is essential to a perfect 
food and drink container 
—high efficiency—long- 
life—and is absolutely 
sanitary. Besides it has 





Announcing 


OW much longer are you, Mr. Deal- 
er, going to carry the load that 
makes it possible for many 

makers of thermal containers to sell 
their merchandise to Mail Order Houses, 
Chain Stores, and Price-Cutting Outfits, 
at prices that enable this competition to 
far undersell you? You actually support, 
by stocking such goods, the very policy 
that makes it impossible for you to sell 
them at a profit. 


1-Gallon Capacity—Aladex Glass 
Lined 


other features that will 
enable you to sell it on 
sight. It is surprisingly 
light in weight, it is 
more compact—smaller, 
easier to carry and to 
stow. It is lined with 
high grade heat-resist- 
ing Aladex glass and 
has a_ sanitary glass 
drinking cup and stop- 
per—off and on in a 
jiffy; heavy two-piece 
drawn steel jacket, fin- 
ished in baked-on green 
enamel. Altogether this 
Aladdin sani-seald 
Thermal Jar is_ the 
greatest value ever of- 
fered at its new low 
price. 


Why not hook up with a manufacturer 
of a quality line of thermal containers 
who understands your problem and can 
point the way for you to make a real 
profit on this class of goods? Identify 
yourself with a concern who does not 
and will not sell to that class of competi- 
tion which takes away all possibility of 
profit from the honest, legitimate dealer. 


We believe we have both the merchan- 
dise and the policy that if, as an inde- 
pendent dealer, you knew its real qual- 
ity and the full import of its selling 
plans, you would recognize its profit pos- 
sibilities and welcome the opportunity to 
identify yourself with this “live and let 


. live” program. Already thousands of 
SANI- dealers have shaken off the shackles and 


. 
Aladdin SEALD are now enjoyitig their first real profits 


in thermal containers. 
Vacuum Bottles 


Durability— 
Sanitary— 


plus 
Efficiency— 


Never before the introduction of 
these Aladdin Vacuum Bottles, has 
the word ‘durable’ been truthfully 
applied to any vacuum bottle. Only 
unique and decidedly different and 
more modern, exclusive methods of 
manufacture and construction make 
it now applicable to Aladdin Vacuum 
Bottles and only to them. The same 
applies to ramaggees features of this 
unusually high efficiency—one-piece— i : 
Aladdin bottle. Stocking Aladdin bot- Paris - Sydney - Melbourne 
tles entirely eliminates your “‘refill’’ Buenos Aires 
troubles and annoyances, builds good . cndideminaniitanaiiaaa eames 
will thru consumer service and satis- 
faction and above all enables you to 
sell vacuum bottles at a real profit 
for the first time in your experience. 

Aladdin Vacuum Bottles available 
in Pints and Quarts in Blue, Red, 
Green or assorted colors as desired. 


Pints $1.00 


Let us tell you the full story of both 
the merchandise and the policy. It 
should interest you immensely. Just a 
post card will bring it pronto. 


ALADDININDUSTRIES 


INCORPORATED 


609 W. LAKE ST., CHICAGO, U. S. A. 


Portland, Ore. - Toronto - London 

















Write Us At Once for IHustrated Colored 
Folder, Further Information 
and Dealer Discounts. 
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Shooting Holidays 


SPECIAL and 


Year ‘Round SELLER 
in .22 Repeaters 


Reor peep sight, close 
to eye, giving long 
sighting radius. 


Safety firing pin, plain 
ly marked, can't be 
turned accidentally. 
Knurled head. 


Big, man's-size, symmetrically proportioned stock 8. 


Twin extractors give 
straight-line load- 
ing from magazine. 





Brilliant bead front 
sight on ramp base 
with sight cover. 


Deep, well-rounded, 
semi-beavertail for- 
end. 


Target type detach- 


able 5-shot 
magazine. 


box- 


RDER Winchester Model 69 bolt action, box magazine .22 rim fire 

repeaters. Get them in and on display. Get behind them. They’re 
Winchester through and through, and new BIG value. They’re heavily 
advertised. Customers see one — can pay the price — won’t leave the store 
without it. Every sale brings others. Jump on this new opportunity for .22 
rifle profits. Give your order TODAY. 


CHECK THESE 


of genuine American walnut, with composition butt- 
plate, pistol grip, and deep, rounded semi-beaver- 


tail 


forend. 


Long, tapered, round 25-inch Winchester barrel, 
crowned at muzzie—and accurate! 


Approved, 


accurate, straight-line loading from 


magazine; cartridges held straight and secure by 
twin extractors. Convenient single-shot loading. 
Winchester military type bolt action, cammed shut 
under strong spring pressure. 

Conveniently shaped bolt handle with ovoid knob, 


for 


quick, sure handling. 


Short firing-pin travel, for increased firing speed, 
minimum vibration and greater accuracy. 


Positive firing pin safety, marked plainly SAFE and 


FIRE-—accidental shiftin 


impossible. Knurled firing 


pin head for hand cocking. 


SELLING POINTS 


Detachable regular target-type 5-shot magazine, 
released by pressing handy button. Additional 
5-shot or 10-shot magazines at extra charge. 
Long sighting radius—27!/. inches—with rear peep 
sight located on receiver bridge, close to eye. 
Superior Winchester rear peep sight, with target 
disc and fine, graduated click adjustments for 
windage and elevation — both set instantly with 
thumb and finger. Can be had with open rear 
sight instead if desired. 

Brilliant non-tarnishing metal bead front sight 
mounted on non-glare ramp base, shaded and 
protected by sight cover. 

Quick, easy take down by knurled and slotted 
thumb-screw. 

Excellent balance, right handling feel, for speedy, 
accurate shooting. Weight about 5 pounds. 
POPULAR PRICE! The most gun for the money 
ever offered in a bolt-action repeater. 





WINCHESTER R 


cp 


EATING ARMS CO., NEW HAVEN 


, CONN., U.S. A. 
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